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Rough Proofs 


Gladys the beautiful receptionist 
says she never knew why working 
on the railroad was such fun until 
she heard about those nice feather- 
beds the companies provide. 


a. 


Eddie Rickenbacker is finding out 
that the only way a national hero 
can stay that way is by refusing 
either to have an opinion about any- 
thing or to express it if he has. 
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If FDR runs for a fourth term, the 
best the Republicans can say is that 
to elect him would run counter to 
the traditional limitation of a presi- 
dency to not more than three terms. 
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The WMC is worrying about lack 
of manpower, while the OPA’s new 
rationing plan will make it neces- 
sary to add a few hundred thousand 
lightning calculators to the staffs of 
the grocery stores. 
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The movie department of OWI 
has put out a very humorous little 
skit about ration books and how to 
use them, but the verdict of Mrs. 
Housewife is, “T’aint funny, Mc- 
Gee.” 
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The bright spot in the rationing 
situation at present is that ladies 
seeking relaxation at Palm Beach or 
Palm Springs won’t be deprived of 
their play shoes. 


Survey Discloses 
Variety of Beliefs 
on Space Rationing 


Advertisers Express 
Readiness to Assist 
Publishers on Problems 


Chicago, March 4.—The majority 
of industrial advertisers, agency 
executives and business paper pub- 
lishers believe everything possible 
should be done to provide publica- 
tion space for all who wish it— 
regardless of whether they have 
been advertising “regulars” in the 
past. 

Their views on rationing adver- 
tising space, in view of wartime 
restrictions because of paper cur- 
tailment, were revealed this week in 
a nationwide survey conducted by 
Industrial Marketing and reported 
in its March issue. 

Advertisers favor such a step by 
a ratio of 1% to one, while the 
ratio for agencies is six to one, and 
for publishers three to one. If the 
supply of advertising space becomes 
too small, advertisers—by a bare 
majority —favor condensation of 
editorial material to create more 
space. Agencies favor this proce- 
dure five to one, while publishers 
approve by a four to one margin. 
All groups declared that irrelevant 
matter, unnecessary illustrations, 
buyers’ directories, indexes to ad-| 
vertisers, publicity items and—in 
some cases—editorial pages could 
be eliminated without dire results. 


Disagree on Rationing 
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All Media Asked to Help 


Make Meat Rationing Work 


® OPA Campaigns 
Food Advertisers Propared te Crush lac 
Help Ease Shock . 
of Rationing 


Washington, D. C., March 4.—The 

Offiee of Price Administration stood 
ready this week to launch a twin- 

Copy in Newspapers 

Gives Expert Advice 

to Home Managers 


NOT RATIONED 


Help your Grocer 
Let’s Get Behind Him and Make 
Rationing a Success-Start Now to 

use more of the plentiful 

NON-RATIONED FOODS 
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barreled campaign to simplify and 
effect meat rationing. 

One barrel is aimed at explaining 
the mechanics of rationing—a tough 
job in view of the perishable quali- 
ties of the material being rationed, 
and in view of the fact that stamps 
must be used to purchase not only 
meat, but edible fats such as butter, 
cheese and lard. 

The second barrel is trained on 
the force which must be beaten to 
make meat rationing work—the 
black market—now so prevalent and 
virulent that this segment of the 
campaign will probably be launched 
first, so that the operations of the 
black bourse may be curtailed, and 
a more generous ration of meat as- 
sured to legitimate dealers and buy- 
ers. 
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Chicago, March 4.—Well lubri- 
cated with national advertising, the 
machinery of food point rationing 
slipped into gear with reasonable 
smoothness and celerity this week 
as retailers and housewives began 
operating under a 57% cut in canned 
foods. 

National advertisers who used the 
public prints and radio to ease the 
blow to the public manifested the 
greatest sympathy with retail gro- 
cers and their new burdens. At 
the same time, experts saw no rea- 
son to change their earlier predic- 
tions that the small independent is 
going to have the battle of his life 
if he is to survive. Highlighting 
this rather pessimistic viewpoint 
was the news from Pittsburgh that 
one of the largest independents in 
that city had decided to end a half 
century of continuous operation. 


| To Be Extended 


As housewives wrestled with the prob- 
lems of point rationing, Kellogg Co. 
made good capital last week of the fact 
that cereals are plentiful and are rec- 
ommended by the OPA. An extensive 
list of dailies carried this message. 


Airline Should 
Cut Promotion 64%, 
U. §. Agency Rules 


Civil Aeronautics Board 
Asks C & S to Effect 
$70,000 Cut 


Many Aids Enlisted 


To that end, OPA has incorpo- 
rated these promotional aids: 

Publicity, both for general media 
and business papers, with heavy em- 
phasis on business papers, since this 
medium is likely to hit home in vi- 
tal spots; an advertising series for 
shopping papers and the rural press; 
fuli cooperation of mat services; two 
full-page advertisements for news- 
papers using the “Louisville plan” 
operation, devoted to black markets, 
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A lot of newspaper promotion 


managers are getting so steamed up 
over the possibilities of victory gar- 
dens that they’ve practically con- 

inced themselves they should start 
digging, too. 
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Washington, D. C., March 4.—A The big story of food rationing 


1 l 
Publishers are equally divided on | major airline has been directed by a = nine ogi ed eR gi = 
the question of rationing advertising | government agency to reduce its! oaucts come within the purview 
space on the percentage of the| promotional expenditures by 64% as | P rationing and when home stocks 
amount used during 1942, while|a condition contingent to carrying | ¢ cnmnad foods have been ex- 
advertisers favor this step 4% to|air _— it was revealed here this |) ousted in most cases. 

one and agencies two to one. By| week. : any F 
only a a margin, advertisers| The airline, Chicago & Southern ons Gulmiee as td Gaieliae anh tae 
favor denying space to new adver-|Air Lines, was ordered by the Civil 8 maker with tts “ration tudaet 
tisers if the supply becomes too|Aeronautics Board on Jan. 18 to | form,” eae in half-page eopy 
small for the demand. Publishers |Show cause why it should not re-|Or™M, Pres 


and mechanics of meat rationing; a 
car card which will blossom in pub- 
lic transportation vehicles during 
April; through the Office of War In- 
formation, a series of “patched” 24- 
sheet posters, with OPA utilizing a 
patch in the lower right-hand cor- 
ner to announce “War message: Use 
unrationed foods all you can”; car- 
toons in mat form for newspapers, 
bearing on the black market theme; 


News from Hollywood: A West- 
ern used to be an exciting picture 
with lots of hard riding, fast shoot- 
ing cowboys, and now it is one fea- 
turing gobs of sex appeal supplied 
by Jane Russell. 
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Service men, Click reports, want 
the home folks to “fight for the basic 
principles of Democracy,” spelled 
with a capital D. Apparently none 
demanded “working for a Repub- 
lican form of government,” with a 
canital R. 
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\ new note of simplicity is offered 


Sy the Wohl Shoe Company, which 
its spring campaign will carry 
illustrations or photographs of 
ien. Not even with their shoes 
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bert Maynard Hutchins, 

of Chicago, pleads for educa- 

which will bring understanding 
0! ife itself, while Harvard counters 
v owe for a survey of local uses 
Of radio. 
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ward Stodghill says newsboys 
566,000,000 10-cent war stamps 
i. 1942, and are shooting at 700,- 
0 000 for ’43. Now you know 
were the star salesmen of the ’50’s 
coming from. 
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i¢ National Noise Abatement 


 incil will make several awards 
~ year, and at least one of them | 
S'-uld go to the statesman who| 
> *s the most space in the Con- 


sional Record. 


the | 


Copy Cus. Voice of the Advertiser 


are equally divided on that point. | 
Agencies are against such a proce- 
dure by slightly more than two to 
one, 

Advertisers commented that ra- 
tioning based on 1942 linage would 
not be fair to advertisers whose 
programs were delayed by wartime 
uncertainties. Some suggested the 
last half of the year for a more 
equitable base period. Others ex- 
pressed belief a longer period, from 
three to five years, should be used. 

Many advertisers expressed full 
sympathy for newcomers who, they 
felt, should be given the opportunity 
to use space even if on a restricted 
basis. 

If space becomes limited, 72% of 
the advertisers queried favor a limit 
on advertisers of one page per issue; 
13% set two pages as the top; 8% 
a half page; and 7%, two-thirds 
page. Among agencies, 69% would 
limit space to one page; 17% to two- 
thirds page; 10% to a half page; and 
4% set a two-page limit. Publishers 
who responded to this particular 
question mentioned only page and 
two-page units, with 10% more 

(Continued on Page 22) 
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uce its mail carrying rate to .3|ina long list of Monday newspapers. 
mills per pound carried. Included in| This form made it possible for the 
the show-cause order was this state- | buyer to budget her purchases 
ment: before she visited the store, thus 
“Advertising and publicity: In| eliminating confusion and misun- 
view of the limited capacity avail-|derstandings in advance. 
able for passengers, it appears to be| The Kellogg Company did not 
unnecessary to continue advertising | miss the opportunity to point out in 
(Continued on Page 29) (Continued on Page 31) 


Last Minute News Flashes 


Goodrich to Sponsor News Program on CBS 

New York, March 5.—B. F. Goodrich Company will return to radio 
March 15 with “Meaning of the News,” featuring Joseph C. Harsch, for- 
mer Berlin correspondent of The Christian Science Monitor, and author| Reminiscent of the days when the 
of “Pattern of Conquest.” The program will take the last five minutes}WCTU was warning against the 
of the “World Today” roundup, at 6:55-7 p. m. EWT, Mondays through | lethal qualities of prohibition’s boot- 
Fridays over a full network of 116 CBS stations, originating in Wash- | leg liquor, the black — —_ 
ington. Batten, Barton, Durstine & Osborn is the agency. | possibility ‘of pe pooe A 
| 


° ’ : orevailing in the slaughtering and 
Magazines to Introduce Jantzen’s New Pettipants marketing of meat. " 


New York, March 5.—Jantzen Foundation Division will employ color; Heavy emphasis is being placed 
half-pages in Charm and Mademoiselle in May and June to introduce its|upon visual presentations. Slide 
Pettipants, first Jantzen panty-girdles to retail under $5 since WPB re-|films have been prepared for the 
strictions limited use of elastic. A fall campaign in an extensive list of | meat trade, two slide films for farm- 
women’s and general magazines will be directed to war workers and py a on home ae oe eo 
girls in uniform. Botsford, Constantine & Gardner is the agency. lnedier’:'o Glaus eae — = 

. . be provided through OWI and cir- 
Burnham and Morrill Expands Recipe Copy Jculated by the Victory Theater 

Portland, Me., March 5.—Burnham and Morrill Company, which last} Committee: one of M-G-M’s “Crime 
year offered a free New England baked bean recipe to housewives to keep| Does Not Pay” series will be de- 
alive their taste while B & B brick-oven baked beans are off the shelves | voted to the insidious markets; the 
due to wartime shortages, will expand the same theme in 1943 advertising. | “March of Time” is being readied for 
The American Weekly, The Christian Science Monitor, Good Housekeeping, | . food release, and newsreels have 
Ladies’ Home Journal, McCall’s, The Saturday Evening Post, Woman’s| gy me Be f the OWI Radi 
Home Companion, and business papers will carry the copy. Charles W. | Pate plans ie ak a er in 
Hoyt Company, Hartford and New York, is the agency. ' aes 


o. meat drive, with allocation, spe- 

, ‘ cial assignment, transcription, local 

National Distillers Releases New Institutional Series live spot, and local qusstion~-end- 
New York, March 5.—National Distillers Products Corporation will re-| answer and other devices set to 

lease a large scale war institutional campaign to newspapers in approxi- |fUnction. 

mately 135 major markets Monday. Only product mention in the 1,000} Council Aids Campaign 

and 1,500-line copy to run every two or three weeks is a statement that | The Advertising Council is assist- 

various National brands will continue to be offered from pre - Pearl | ing in preparation of an “admaker’s 

Harbor stocks while the company is devoting its entire production facili- 


, ; handbook,” describing proper copy 
ties to war alcohol. Lawrence Fertig & Co. is the agency. | policy to be followed in national and 


four-color posters for stores; type 
posters for the sides of all the na- 
tion’s mail trucks, hitting the black 
markets (there is some doubt if 
these will be ready by April 1, the 
date set for rationing to begin); 
easel presentations for slaughterer 
and retailer, supervised largely by 
Leo Burnett, president of the Chi- 
cago agency named by the Advertis- 
‘ing Council to aid OPA in the 
drive; and consumer information 
sheets—60 million of them to be 
|distributed through Agriculture, 
OCD and local rationing boards. 


To Emphasize Dangers 
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retail advertising. James Weber, 
advertising manager of Armour & 
Co., and Leo Burnett, whose agency 
handles the American Meat Insti- 
tute account as well as the ration- 
ing job assigned by the Advertising 
Council, have worked hand-in-hand 
with OPA. 

OPA officials are expected to at- 
tend a meeting of the American 
Meat Institute in Chicago March 10, 
and there is a tentative plan to hold 
a Chicago meeting March 16 on meat 
similar to that held in New York on 
food recently. The objectives of 
such a meeting would be to weld 
Chicago advertisers and agencies 
more firmly in the government ad- 
vertising picture. 


Texas Publishers Oppose 


Curb on Advertising 


The Texas Newspaper Publishers 
Association unanimously adopted a 
resolution of protest at its annual 
meeting in Dallas Feb. 16, assailing 
the group of educators who asked 
the administration to curb advertis- 
ing by private companies for the 
duration (AA, Dec. 21). 

Without naming the group headed 
by Colston Warne, president of Con- 
sumers Union, the resolution ac- 
cused “certain professors of eco- 
nomics and political science” of 
completely ignoring the history of 
free enterprise in the United States, 
and defended the usefulness of in- 
telligently directed advertising and 
its necessity during wartime. 


Publishers Assured 
No Further Paper 
Cuts Before July 


Washington, D. C., March 4.— 
Publishers, advertising salesmen 
and agencies breathed easier this 
week when the War Production 
Board delivered the unequivocal 
declaration that no further paper 
cut would be forthcoming until af- 
ter July 1. 

The frank statement, predicated 
upon revelations of increased pro- 
duction by both American and 
Canadian paper mills, brought an 
end to a period of nervous uncer- 
tainty to which all branches of the 
promotion business have been sub- 
jected. 

The shift came after Canadian 
sources had advised WPB of ,their 
ability to furnish 1,170,000 tons of 
wood pulp, plus an additional 107,- 
000 tons which the Canadian gov- 
ernment will ask the industry to 
supply. This is in addition to the 
shipments of newsprint from the 
Dominion. 

An unusually heavy cut of timber 
in eastern Canada led the printing 
and publishing branch of WPB to 
announce on Feb. 20 that the 10% 
cut set for April 1 would be held in 


abeyance. The latest announcement 
specifically includes print paper for 
magazines, books and commercial 
printing. 

The end of the first war on pub- 
lishing nerves was made more dra- 
matic by persistent attacks of Con- 
gressmen on the paper reduction, 
particularly as it applied to news- 
papers, and by revelation of the so- 
called “bedrock” report of Joseph L. 
Weiner, director of the Office of 
Civilian Supply, which held that pa- 
per could be cut to 40% of prewar 
consumption. 


Blackwell, Palmer Named 
BBDO Vice-Presidents 


Richard R. Blackwell and Walter 
Palmer have been elected vice- 
presidents of Batten, Barton, Durs- 
tine & Osborn, New York. 

The advertising careers of both 
men have been spent entirely with 
the old George Batten Company and 
its successor, BBDO, Mr. Blackwell 
having joined the Batten company 
in 1923 and Mr. Palmer in 1919. 
For the past few years Mr. Palmer 
has specialized on copy on packaged 
goods accounts. 


Pepler Named V. P. 

H. W. E. Pepler, who has been 
with the agency since 1937, has been 
electéd vice-president of F. H. Hay- 
hurst Company Ltd., Canadian 
agency with offices in Toronto and 
Montreal, 


Chicks Are Macy's 
Latest Wartime 
Marketing Fad 


5th Floor Barnyard 
Lures Suburbanites, 
Real Farmers, Too! 


New York, March 4.—Retail mar- 
keters, who were amazed by such 
wartime changes as the sale of work 
clothes in hardware stores, and the 
addition of vitamin pills to grocery 
lines, hardly blinked this week 
when the world’s largest store, 
Macy’s, in the heart of Manhattan, 
announced a full-fledged line of live 
chickens and accessories. 

A full-page advertisement in Sun- 
day’s New York Times heralded the 
opening Monday of “Macy’s Vic- 
tory Barnyard,” in answer to “the 
government’s call for more food on 
the home front.” 

While housewives were busy be- 
coming acclimated to the new point 
rationing “currency,” and were 
worrying about the impending ra- 
tioning of meat and cheese products, 
Macy’s produced a letter from none 
other than Secretary of Agriculture 
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We're getting into fighting trim for that knockout blow to 
demolish the aggressors by cutting all corners possible . . . 


even when it means our own! 
Sam, has issued orders that mean—literally—cuttin 
our size and weight, reducing our displacement an 


dupois. Only 


Smaller? Yea. 


condition: 


INGENIERIA 


INTERNACIONAL 


jupusTRia 


Yes, our favorite M. D., Uncle 
down 
avoir- 


ublishers using more than 100 tons of paper 
annually are affected, and in the export field, that’s us. 


Here’s a blow-by-blow description of *BPIC’s more fit-to-fight 


Trim sizes now will be 84%” x 


11y,”. 
duced slightly. 


Lighter? Yes. Weight of regular stock will be re- 
Type size change? No! Type size remains 


the same as always, 7” x 10”. There has been no change 
which will impair the quality of black or color printing and 
we know you'll find the new all-bone, all-brawn war-time 
trimness of *BPIC Specialized Export Magazines even better 
at getting around overseas than before. Unparalleled cover- 
age of the drug, engineering, industrial and construction fields 
in Latin America and in the automotive field throughout the 


world. 


(Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co., Inc.) 


FE inertcane 


*BUSINESS PUBLISHERS INTERNATIONAL CORPORATION, 330 WEST 42nd STREET, NEW YORK CITY 


FARMACEUTICO 


published monthly in Span- published monthly in Span- puptishes peniey in Eng- published monthly in Span- 
ish, circulates to the Latin ish, circulates to the Latin DL OMOTIUE TRAnE a ish and circulating to the 
American INDUSTRIAL American CONSTRUCTION Asia, Africa, Europe and AUTOMOTIVE TRADE in 
field. field. Oceania. 


Latin America. 


published monthly in Span- 
ish and circulating to the 
DRUG TRADE in Latin 
America. 


—- 


Claude R. Wickard to attest t, 

practicability of raising poultry «; 
many yards in towns and suburbs 
or even in the middle of cities” ” 


Specimens Displayed 


Glassed in on a fifth floor spac, 
formerly allotted to heavy met) 
toys, now war casualties, were 30 
fine, full-grown specimens of Ply. 
mouth Rocks, Cochins, New Hamp. 
shires, Leghorns, Houdans, Andaly. 
sians and other breeds—samples o¢ 
poultry that can be raised from the 
newly-hatched chickens availabj. 
for over-the-counter sale or for de. 
livery from large, outlying hatch. 
eries. 

And banked around a nearby 
pillar was a display of the checker. 
board sacks of Purina mashes, , 
familiar landmark in every cross. 
roads .store, but a rare sight op 
Broadway. 

Macy’s hard-hitting copy, pointeg 
both to the amateur “who yearns ty 
produce his own breakfast eggs” 
and to the “thoroughly professiona}” 
poultryman, offered a complete 
assortment of equipment, “from 
chicken houses to incubators.” 


Traffic Is Heavy 


For skeptics, who recognized the 
huge department store’s flair fo; 
showmanship, Macy’s’ executive 
vice-president, William H. Howard, 
pointed to surveys on poultry pro. 
duction within the New York mer. 
chandising area, and reported on 
heavy store traffic the first week . ,. 
traffic that included the “lookers,” 
who had never before seen real, live 
chickens; a heavy flow of Westches- 
ter and Long Island suburbanites, 
who are taking their Victory gar. 
dens seriously in 1943; and a 
sprinkling of real chicken farmers, 
who placed orders for direct-from- 
the-hatchery deliveries of baby 
chicks by the thousands. 

For the latter group, who are 
expected to make up more than 
half of the steady clientele needed 
to make the “barnyard” pay out, 
the department store offered an 
assortment of chicks and equipment 
reputedly as wide as any in the 
metropolitan area. 

But to penthouse farmers and 
Greenwich Village gardeners there 
was little hope, for New York City’s 
“Ordinance 19,” pertaining to the 
quartering of livestock, prohibits 
raising either chickens or pigs 
within 25 feet of any dwelling. 


Offer Free Counsel 


Both the professionals and the 
amateurs, as well as the clubs of 
boys and girls who will observe the 
production of future omelets in 
the progressive schoolrooms, were 
offered the free counsel of Macy's 
own “poultry consultant.” He is 
Paul Ives, editor of Cackle & Crow, 
New Haven, Conn., who has devoted 
more than a score of years to the 
advancement of poultry production. 

After three days in business, Mr. 
Ives reported that store traffic was 
divided almost equally between the 
idle curious and real _ prospects. 
The latter were encouraged to 
register their names for future 
poultry mailings, while the young- 
sters were invited to join Macy’s 
“Four-Star Youth Club,” an organi- 
zation that will undoubtedly stimu- 
late a real “back to the earth” 
movement from Central Park West 
to Flatbush Ave. 


500,000 ; 
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March 8, 1943 


ADVERTISING AGE 


People who give a damn- 


Este WASHINGTON, like her revered name- 
sake (no relative) stands first among teachers 
with all the small fry in the Farragut Public 
School, high among her fellow citizens in the 
town, and tops with a certain Lieutenant of 
the Armored Forces, who keeps her cabinet 
photo pasted against his locker lid. 

The town is small enough so any teacher, 
like it or not, is a public figure. Elsie came 
there as an outsider, with a wary Board of 
Education to sell, a lot of mothers to look her 
over constantly and critically, and a public 
scrutiny that never let up even to her landlady 
in curl papers late at night. Making good as 
a teacher in that town calls for a model of 
deportment, Caesar’s wife, and a steady stance 
on a greased banana peel. And Elsie has held 
her job and made good, with her native 
brains, innate honesty, real liking for people, 
and a strong sense of humor. 

Sometimes she gets awfully fed up with 
life and her job, and dreams of being a Wave 
or something in uniform. However, the school 
system is short of teachers, and there’s a lot of 
extra work these days. She has a legion of 
friends now, and is fond of the kids. So she 
puts off changing her job until—and if—her 
Army Lieut. comes back in one piece. Mean- 
while, there’s PTA, and Red Cross, and hours 
on the rationing 
board, and spots of 
public speaking for 


War Bonds, and always papers to correct. She 
must watch the local paper. She can’t find 
time for the movies and the books she likes. 
But somewhere in between chores and before 
sleeping, she finds time each month to cover- 
to-cover The American Magazine before 
giving her copy to her class. 


Elsie has known this magazine all her 
reading days, ever since her father brought it 
home first when Coolidge was in office. To a 
small town girl, it represented something of 
the big world outside, gave a glimpse of people 
who did things and got somewhere. Today it 
means even more to her, as an index in a 
world that is going somewhere so fast it’s hard 
to follow, and a signpost for a speeded up 
future... And the fact that this one magazine 
means so much to Elsie Washington makes it 
mean more to you... 

There are people who mean more than 
others, even under the Bill of Rights. They 
may not have more money, or social standing, 
or accrued authority . . . but they have more 
meaning to the people about them. Their 
example counts for a lot, as does their think- 
ing, and even their unconscious endorsement. 
Their significance comes from common sense, 
character, interest in others, and a general 
awareness of what’s going on. Other people 
look to them for moral leadership, general 
savvy, and the Correct Thing. 


ees 


To such people, The American Magazine 
has always meant a lot. For Americans con- 
cerned with what went on in this country and 
how this country went, the “people who give 
a damn,” this magazine has always been 
planned, written and edited. Because it made 
their interests its interest, and does today more 


than ever before . . . in outlining new issues, in 
informing intelligent Americans imperatively 
and authoritatively, The American Magazine 
has increased its influence immeasurably . . . 

And for those advertisers fortunate enough 
to have a franchise in its pages this year, The 
American Magazine has greater value than 
ever before, stands high. . . as a major medium 
for tomorrow as well as today! 


tia... 


The Crowell-Collier Publishing Company, 250 Park Avenue, New York City 
DECEMBER ABC TOTAL NET PAID CIRCULATION 2,714,850 
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ADVERTISING AGE 


March 8, 1943 


‘Digest’ Campaign 
Boomerangs; FIC 
Cites Old Golds 


Says Copy Failed to 
Clarify Controversy 
in Cigaret Story 


Washington, D. C., March 4.—One 
of 1942’s most spectacular and suc- 
cessful advertising campaigns struck 
a snag this week when the Federal 
Trade Commission issued a com- 
plaint alleging misrepresentation in 
the advertising claims of P. Loril- 
lard Company for its Old Gold 
cigarets and other tobacco products. 

Part of the complaint centers on 
the use of advertising material 
culled from a Reader’s Digest ex- 
pose of cigaret advertising claims. 
In the July issue of the magazine, 
a report was made on laboratory 
tests conducted on seven “leading 
cigarets.”” The magazine article pro- 
ceeded to show, according to its 
tests, that the difference in nicotine 
and other elements was slight 
among the brands. 

Old Gold was listed lowest in 
nicotine content among the seven, 


‘and the company and its agency, 
\J. Walter Thompson Company, 
promptly scrapped the “Something 
new has been added” theme and 
embarked on a new campaign, 
which pushed Old Golds on the 


| basis of the Reader’s Digest findings. | 


Calls Brand Difference “Slight” 


The “respondent corporation,” 
/FTC says, subsequently represented 
‘the laboratory tests “as revealing 
| that Old Gold was lowest in nicotine 
‘content and in throat-irritating tars 
and resins and was, therefore, ‘eas- 
‘ier on the throat’ than any other 
brand.” 

The complaint alleges that the 
differences in nicotine content were 
slight, and that the advertiser failed 
to disclose in its copy that the lab- 
oratory report went on to note that 
“The differences between brands 
are, practically speaking, small, and 
no single brand is so superior to its 
competitors as to justify its selec- 
tion on the ground that it is less 
harmful.” ; 

Nor were the following facts re- 
vealed, the complaint points out: 
Old Gold scored 1/177,187 of an 
ounce lower in nicotine content than 
the average in two other brands, and 
only 1/28,928 of an ounce less than 
the brand having the highest aver- 
age nicotine content; further, the 
smoke of Old Golds contained only 
0.39% less tars than the cigaret hav- 
ing the largest amount of tars in the 
test. 


| 


The complaint also states that be- 
cause of the variable factors in- 
volved in growing, blending and 
processing cigaret tobacco, and in 
packing and handling cigarets, it is 
impossible for a manufacturer to 
maintain a standard content of to- 
bacco and other harmful substances. 

“Any test which may be made to 
determine such content must, as a 
practical matter, be limited to a few 
samples, infinitesimal in number 
compared to the total number of 
such cigarets on sale at any one 
time, and the results obtainable 
from such test are indicative of 
nothing more than the facts sought 
to be ascertained as of the particu- 
lar time and place of the initiation 
of the test.” 


“Public Misled” 


Further, FTC says that the differ- 
ences between brands in nicotine, 
tars and other harmful substances 
“are so minute as to be insignificant 
and undetectable from the stand- 
point of the effect which such sub- 
stances have on the smoker of re- 
spondent’s cigarets as compared to 
that experienced by the smoker of 
competing brands.” 

Therefore, the representations of 
Lorillard are “false and deceptive, 
and mislead the public into erron- 
eously. believing that respondent’s 
cigarets are less injurious when 
smoked than are other and compet- 
ing brands of cigarets.” 

Other charges: Old Gold testi- 


MAKE IT YOUR GOOD 


1943 EDITION 


ABC oF VICTORY GARDENS 


This book saves money, 
time and trouble! 


gives many. 
SOIL—How to tel! what it will grow. 


tant. 
SOWING—Easy to plant 


explained in detail. 


EXPLAINS VICTORY GARDENING 


PLANS—Essential is a Plan—this book | 


SEEDS—Selection, kinds, most impor- 


methods 


TOOLS—How few needed—how to 


WILL BUILDER! 


| TELLS HOW—WHAT—WHEN 
| TO PLANT AND GROW FOR 


FOOD FOR VICTORY 


The new 1943 edition of "A B C OF VICTORY GARDENS" 
is a compilation of facts supplied by the United States Depart- 
ment of Agriculture, commercial vegetable growers, garden 
editors of great newspapers and others. It is based on the ten 


monials do not reflect the experi- 
ences, knowledge or beliefs of the 
signers, some of whom smoke other 
brands, and some of whom are non- 
smokers, many of the testimonials 
being pre-written by company rep- 
resentatives and signed by the en- 
dorsers without knowledge or advice 
of their contents. Advertising claims 
such as “Old Golds give you a finer, 
fresher flavor,” “You can’t buy, beg 
or borrow a stale Old Gold,” that 
“Something new has been added,” 
and that Old Golds give you “prize 
crop tobacco.” Old Golds, FTC says, 
become stale for various reasons, 
they contain tobaccos other than 
“prize crop,” and nothing has been 
added which was not known and 
used in the making of cigarets prior 
to the time Old Gold was put on the 
market. 

Also cited were Lorillard’s claims 
for Beech-Nut and Sensation cigar- 
ets, and Friends smoking tobacco. 


LORILLARD AND AGENCY 
DENY FTC CHARGES 


New York, March 5.—P. Lorillard 
Company, sixth of tobacco’s “big 
seven” to face citation since last 
summer in the Federal Trade Com- 
mission’s drive on cigaret advertis- 
ing claims, today vigorously denied 
the material allegations of the com- 
plaint filed in Washington. 

J. Walter Thompson Company, 
Old Gold cigaret agency, especially 
refuted FTC attacks on last year’s 
campaigns based on “impartial 
Reader’s Digest tests” and on the 
“Something new has been added” 
slogan. Old Gold did report factu- 
ally the results of the tests pub- 
lished in Reader’s Digest, the Loril- 
lard company claimed. 

“Not only this, but we repeatedly 
urged in our advertising that the 
public read for themselves the entire 
article as published by the Reader’s 
Digest, referring to the magazine by 
name and giving the actual page on 
which the article appeared and the 
date of the issue,” a spokesman said. 

“Old Gold made no reference to 
the amounts of the differences be- 
tween the brands; yet these impar- 
tial tests, sponsored and reported 
by Reader’s Digest, showed the 
smoke of Old Golds contained from 
7% to 32% less nicotine and from 
7% to 16% less irritating tars and 
resins than the other cigarets 
tested.” 


Latakia Was Added 


To the FTC representations 
against the “Something new has 
been added” slogan, the tobacco 


company replied that a certain type 
of tobacco had been added to the 
previous blend, mentioning the to- 
bacco, Latakia, by name. 

Lorillard denied equally strongly 
FTC complaints on their other prod- 
ucts. 

Publication of Robert Littell’s 
article, “Cigaret Facts and Fiction,” 
in the July Reader’s Digest, pre- 
cipitated the largest Old Gold news- 
paper and magazine campaign since 
the famous Old Gold contest of the 
mid-thirties. 

Within two days of the magazine’s 
appearance on newsstands, Red 
Barber and Alan Hale were urging 


~<a, 
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conditions of the experiment, but 
received no satisfaction. 

The Lorillard Company today 
gave no evidence that the cam, aign 
would be discontinued befor, 
proved unprofitable or unles: an 
unfavorable FTC ruling is ha; ded 
down. 


Court Vacates FTC 


Cease and Desist Order 

The United States circuit cour: of 
appeals for the seventh district has 
ruled to vacate a cease and desist 
order against International Part, 
Corporation, Chicago, by the Feq. 
eral Trade Commission, based oy 
alleged false and misleading adver. 
tising of International mufflers, 

Judges Evans, Minton and Lindley 
ruled favorably on the two claims 
which had been attacked by FTc: 
“Finest quality metallic finish pre- 
vents rust and corrosion,” anq 
“Warning! To protect yourself 
against leaking carbon monoxide 
gas, be sure your muffler is made 
with continuous electric - weldeq 
seams throughout—not locked 
crimped or spot-welded. Your safe. 
guard is an International.” 


Milton J. Blair Joins 
Advertising Council 
Milton J. Blair, 

se WP vice - president 
aa oO and secretary of 

. Sherman K, Ellis 

& Co., New York, 
has taken a leave 
of absence from 
the agency to join 
the staff of the 
Advertis- 
ing Council. 
™ Prior to joining 
m the Ellis agency, 
Mr. Blair was 
with J. Walter 
Thompson Com- 
: pany for 14 years, 
as vice-president in the Chicago 
office. Previously he served with 
Curtis Publishing Company. 


Elected to Four A’s 


Arthur Meyerhoff & Co., Chicago, 
has been elected to membership in 
the American Association of Adver- 
tising Agencies. 


Milton J. Blair 
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Look at the trend 
in daytime audiences 
of San Francisco 
network stations 
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use them year practical experiences of two noted amateur “backyard” ee ee ee 
. ; Dodgers’ baseball broadcasts on : ae , 
VITAMINS—Whi h t bl - . . 7 PF Hi Sta Ind . By 
1 apc ies: tes A i gardeners, Betty and John MacTavish, who, happily, are profes- WHN to go to their newsstands and| {/70™ Hoober Station Listening Index 


A : comparin. riods Oct. to Dec. 1941 wit! 
C. D, etc. sional copy writers, and were able to reduce the Hows and ees nee 


‘purchase copies of the Digest to 


t= ~ Oct. to Dec, 1942.} 
° . every question answered for Whys of Victory Garden —. ag A pa ll rg 
th Py : ~ e e . | >. “] 
| e beginner in growing pl anting into quickly | Lorillard Lawrence Tibbett program MORNING AUDIENCE 
FOOD FOR VICTORY! grasped text. | followed a few days later. 
L Within a week the tobacco com- BLUE'S KGO 122.0% gain 
| pany was pushing the results of the B Network's Station . 14.4% loss 
* a | Digest test in 1,000-line and full- C Network's Station . . . 20.1% loss 
or ise ver isers 5 § |Page space in the widest list of D Network's Station ... 5.4% gain 
; newspapers employed in ha a 
y Wa ™ VICTORY dozen years, a campaign that has AFTERNOON AUDIENCE 
Large and small advertisers should distribute a Victory GARDENS | | |been maintained steadily for nine| | gues xeo 34.0% gain 
Garden booklet. Our stock book (the MacTavish edition) rocsenns 1g Ainge en ge Mierpninned BE TE 13.8% gain 
; : - : wacurane ranmiee |magazines has carried the same eee, «Ce 
pictured herewith, contains 36 pages, with a statement Pegg | copy. C Network's Station . . . 33.3% loss 
. sereemaries ane tants le . . 70% . 
by Hon. Claude R. Wickard, Secretary of the Depart- ay aneenran | Sales Mount Upward eee «oo. eee 
ment of Agriculture, forming the frontispiece. The cover fA [Ss aie ia 
year h - | Thi diti ji Id , . An ADVERTISING AGE check of sales THIS A 
is in three attractive spring colors. is edition is so C, — statistics of cigaret vending ma- Gremt progress remetts 
. . . . . ; chines revealed a spurt in Old Gold KGO’'s improved program struc- 
in any quanti ... with name imprinte on cover. e FOR VICTORY! 


sales of from 55% to 300% in some 
markets during the first month of 
the campaign. Many machine oper- 
|ators were forced to add a stock of 
Old Gold cigarets to other brands 
| for the first time in several years. 
Officials of the Reader’s Digest, 
beneficiaries of a totally unexpected 
circulation promotion campaign, 
asked that the campaign be stopped, 
but brought no legal action. A 
Lorillard spokesman referred to the 


have two special editions for exclusive use of national ad- 
vertisers who want an "in the mail for a dime (at a profit)" 


proposition. Samples sent gratis on request to rated 
concerns. Others send |0c in stamps. 


ture and aggressive promotion 
work. See your Blue Spot Rep. 
or write direct for details. 


KG0. 


IMPRINT HERE 


HERE IS THE AUTHORITATIVE GUIDE TO HELP THE MAN AND 
WOMAN OF MODEST MEANS TO PRODUCE FOOD FOR VICTORY 


WM Cc POPPER R. co publisher’s attitude as most rea SAN FRANCISCO - OAKLAND 
“PUBLISHERS 148 LAFAYETTE STREET . Ss ¢ ‘ s as- ‘ x A 
, ° onable.” 
. . = SINCE 1893" NEW YORK Giichis of soversl eomoctiog 


NOTE: NEWSPAPERS WRITE OR WIRE FOR SPECIAL PLAN ON SPECIAL BOOK! 


cigaret firms asked the Digest to 
name the laboratory that conducted | 
the test and to reveal more fully the | 


810K. C. 7500 WATTS 
Blue Network Company, Inc. 
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ADVERTISING AGE 


Welcome as a clean breeze 


the Windy 


Pe gE oP 
eng 
e. * Se. : 


ee 


Py a = Se z 4 


of man’s endeavor. 


HE BRANHAM COMPANY, National Representatives: 


— 


CHICAGO— great world city by 
the lake—where the Spirit of 
“T Will” provides a keynote of 
accomplishment in every line 


“Boxcar” Figures 


If you start with 50 apples, just 
100 apples makes a marvelous 
increase percentage wise. 

The fact that The Chicago Sun 
was born dig gives real impor- 
tance to any figures that show a 
percentage of lineage increase. 

Our first February (1942) 
showed a total of 83,655 lines of 
NATIONAL* advertising in 
The Chicago Sun. 

That was our third month of 
publication—and that’s a lot of 
lineage. 

Our second February (1943) 
showed 160,494 lines of NA- 
TIONAL* advertising in the col- 


umns of The Chicago Sun. 

That is exactly a gain of 76,839 
lines or 91.8 per cent—by far the 
largest space and percentage gain 
in this classification of any other 
Chicago newspaper during the 
same period. 

Further proof that 

It now takes two papers to cover 
Chicago in the morning. 

Or that with The Sun a/one 
you can cover a major part of 
America’s second market at a 
very small cost! 

x * * 

P.S. Isn’t it interesting that 

February, the ‘‘Truth’’ month, 


gave such a big increase to the 
TRUTH paper? 


*General, Automotive and Financial 
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Frigidaire, Long ie 
Adless, to Start 


Service Campaign 


Drive Built Around 
"Wartime Suggestions’ 
Booklet for Women 


(Picture on Page 35) 


By S. R. BERNSTEIN 


Chicago, March 5.—The strange 
case of the advertiser who refused 
to run “institutional” copy when his 
product went off the sales front 
came to an end this week as Frigi- 
daire Division of General Motors 
announced tke launching of a new 
service campaign, beginning with 
April issues of magazines. 

Frigidaire, once one of the coun- 
try’s most aggressive advertisers, 
has been completely absent from the 
public prints for more than a year 
—ever since the manufacture of 
refrigerators for civilian use was 
banned. It has been absent for the 
simple reason that the company’s 
management and marketing execu- 
tives were determined not to say 
anything until they actually had 


something to say, and had developed | 


a method of saying it that would 
make their messages real public 
service messages, rather than “pres- 
tige” or “institutional” or “good 


| will” advertisements. 


Now the company’s advertising 
|department and Foote, Cone & 
Belding, the agency, have developed 
|a type of service advertising which 
they believe will perform a needed 
public service, and a campaign util- 
izing ten national magazines, news- 
papers in a limited number of cities, 
and a score or more of home eco- 
nomies and business papers, will 
break in April issues and continue 
through the year. Space scheduled 
will cost somewhere between $600,- 
000 and $700,000, making the cam- 
paign one of the most aggressive in 
the company’s recent history. Frigi- 
daire spent almost $500,000 in mag- 
azines and farm papers in 1941, and 
about $550,000 in these media in 
1940. With newspaper expenditures 
added on, the company spent about 
ee in 1941, and over $900,000 
in 1940, 


Booklet Keys Series 


The new campaign is built around 
a 32-page booklet, “Wartime Sug- 
gestions to Help You Get the Most 
Out of Your Refrigerator,” which is 
filled with practical household hints 
on such things as how to store and 
keep food properly, recipes, care of 
the refrigerator, etc. It contains no 
advertising, except for two pages at 
the back which present a simple 


message on Frigidaire’s wartime job 
and its intention to be as helpful as 
possible in solving food-keeping 
problems. This booklet, in a some- 
what less comprehensive form, was 
tested last year, and found such an 
enthusiastic reception that Frigi- 
daire expects to distribute several 
million this year, through coupons, 
through its dealers, through home 
economists, schools, etc. 

The campaign breaks with a page 
and facing half page in two colors 
in April issues of American Home, 
Better Homes & Gardens, Farm 
Journal and Farmer’s Wife, Good 
Housekeeping, Ladies’ Home Jour- 
nal, McCall’s, True Story and Wo- 
man’s Home Companion. The full 
page sets the service keynote of the 
series with an editorial-type ap- 
proach headed, “How Soup Stock 
in Frigidaire Helps You Build Many 
Grand Meals.” Copy includes half 
a dozen recipes, instructions on how 
to prepare, keep and use soup stock, 
and a panel dealing with refrigera- 
tor care. 


Coupons Are Used 


The facing half page is devoted 
entirely to the “Wartime Sugges- 
tions” booklet, and includes a cou- 
pon. Thousand-line copy in first 
April issues of The American 
Weekly and This Week Magazine 
will also plug distribution of the 
booklet, as will black and white 
weekday insertions in about 20 cities. 
where there are Frigidaire distribu- 
tors which are not reached by these 


How 


Get Results 
From 


HERE can be only 


ing medium. These 


readers. 


papers during 1942, 
advertising as follows 


Detroit FREE 
PREss 


2nd Evening Paper 


Detroit Merchants 


Women Buyers 


reason why Detroit's women's 
clothing stores rate The Detroit 
Free Press as their No. | advertis- 


The seventy three women’s cloth- 
ing stores listed in Media Records 
as using space in Detroit news- 


1,127,796 lines 


Ist Evening Paper 1,076,427 lines 


625,728 lines 


Che Detroit 


STORY, BROOKS & FINLEY, Inc., Nat’l Representatives 


one sensible 


stores must 


get better results from Free Press 


It is reasonable to assume from the 


record that 


placed their 


vertising linage is governed purely 
by sales convictions. 
ful that The Free Press would be 
privileged to retain the rank as 
first medium in women’s appeal in 
Americas Third Market, unless 
its influence was paramount in 
making sales to women who buy 
most, in every walk of life. 


Tree Press 


YP al 


this placement of ad- 


It is doubt- 


two magazines. Readers are urged 
to get their booklets by stopping in 
at their Frigidaire dealer or by using 
the coupon. Each advertisement 
also tells how to locate and identify 
Frigidaire dealers through their 
classified telephone book listings. 

Following the initial advertise- 
ments, full pages in two colors will 
be used in the magazines, each de- 
tailing a particular service sugges- 
tion. The second advertisement is 
headed, “Frigidaire Tells You How 
to Keep Meat,” while another in 
the series discusses “How to Make 
Your Refrigerator Larger” by proper 
food stacking, by proper selection of 
foods that should be placed in a 
refrigerator, etc. 


Copy Shuns Sales Slant 


Each advertisement is designed as 
a complete service lesson, with no 
direct sales copy and with only inci- 
dental mention of Frigidaire, except 
in the headline and signature. All 
of the copy has been carefully 
checked with home economists, gov- 
ernment authorities, food specialists 
and others for accuracy and prac- 
ticality. 

Prominent among the features of 
the new campaign is the provision 
made for active dealer participation, 
thereby helping the dealer to main- 
tain his identity with Frigidaire and 
to build good will in his community. 

“In developing our new cam- 
paign,” L. A. Clark, Frigidaire’s 
advertising and sales planning man- 
ager, says, “we have been guided 
by the policy that any advertising 
we do must have a real and genuine 
reason for being run, and contain 
information that will be read and 
appreciated by the people we want 
to reach. This campaign we believe 
fully meets this requirement. 

“Each advertisement deals au- 
thoritatively with a food or refrig- 
eration subject and is patterned 
after the editorial service features 
of women’s magazines. Studies made 
by us and independent organizations 
definitely indicate that this is the 
kind of advertising that will be 
widely read and sincerely appre- 
ciated by women everywhere.” 

In addition to the data on how 
to locate Frigidaire dealers, other 
dealer tie-in material includes an 
easel display for use in window or 
store. Besides merchandising the 
advertisement itself, this display 
features the free offer of the “War- 
time Suggestions” booklet. 

Summarizing the purpose of the 
new campaign, P. M. Bratten, Frigi- 
daire’s general sales manager, said: 
“The objectives of our campaign are 
four-fold: to cooperate with the 
government’s nutrition and con- 
servation programs; to render a real 
and needed service to the millions 
of Frigidaire owners, and to the 
users of all other refrigerators; to 
keep the name Frigidaire before the 
public in a way that will be favor- 
ably remembered by the postwar 
market; and to help Frigidaire deal- 
ers maintain their identification 
with Frigidaire and build good will 
for themselves.” 


ee 


DEBUT FOR STAMS 


Now! This Amazing New 8-Vita: 
9-Mineral Tabet Takes The Pas 
Of All Less Potent Preparations 


1 Stams Meet Ail Minimum U.S. Government Requirements For 5 
2. Stams Give You 3 Additional B Complex Vitamins, Pus § Win..as 


Cee awe | 

~ 

“SATURE CAM GIVE YOU WORE | 
ves AND PEP wT Sa 


Compare STAMS With 
4 Other Popular Brands 


Full Potency Is Guaranteed 
Including "3 B Compler 
Comewert se - 


First advertisement for Stams, Standard 
Brands’ new 8-vitamin, 9-mineral tablet. 
made its appearance in large-space news. 
paper copy last week. The first radio an. 
nouncement of the product was made on 
the Charlie McCarthy program Feb. 28. 


Eastern Round Table 
Plans Panel Program 


A three-panel program has been 
prepared for the Eastern Round 
Table of the Life Insurance Adver- 
tisers Association, scheduled for 
March 18-19 at the Hotel Pennsyl- 
vania, New York. 

Dr. George H. Gallup, director of 
the American Institute of Public 
Opinion; James A. Fulton, president 
of Home Life Insurance Company, 
and James E. Rutherford, executive 
vice-president of the National Asso- 
ciation of Life Underwriters, are 
among the scheduled speakers. 


Chicago Business Papers 


to Present Awards 


The Chicago Business Papers 
Association will present awards in 
its initial competition for the best 
all-round use of business paper 
advertising at a joint meeting of the 
association with the Chicago Indus- 
trial Advertisers Association, Chi- 
cago Dotted Line Club and Chicago 
Federated Advertising Club to be 
held March 11 at 12:15 in the Hotel 
Sherman. 

The campaign winning the grand 
award and the 12 winners of the 
awards of merit will be on display 
at the meeting. 


Hurlburt to Ritter 


Edward Hurlburt, formerly assist- 
ant advertising manager of Taylor 
Instrument Companies, has _ been 
named advertising manager of Rit- 
ter Company, Rochester, N. Y. He 
previously wrote for the New York 
World-Telegram and the New York 
Life Insurance Company. 


Favorite Magazine 


nly major magazine 
audience not largely reached 


by other magazines — now, 


True Story* 


goes back 


10 15° 


*For 23 Years the Wage Earners’ 
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: The best way to sell all three parts 
| of the West Coast Market... 


IN WASHINGTON AND OREGON... where half the 


1 


, 


. _ coe we . population and buying power lie outside the four 
. 4 i ; ff MARKET. Metropolitan Districts... you need power for efficient 
3 - a radio coverage. Through KIRO, serving Seattle-Tacoma 
; nies we ae 
» eee with the only 50,000 watt transmitter in the Northwest 
| ... through KOIN-Portland and KFPY-Spokane... the 
= Columbia Pacific Network covers both halves of this 
nd 
T- market with three times the wattage of any other 
‘or 
- network in the area. 
of 
lic 
nt 
Ly, 
oa IN NORTHERN CALIFORNIA ... where people 
a and dollars are chiefly concentrated in the Metro- 
; politan Districts... you need coverage from within. 
" . Here KQW blankets the San Francisco-Oakland and 
hed i 
a adjacent San José Districts with a directional power 
ast the netecrk picture on the Pacific Coast is changing J p 
~ ton ovr aration Gata 6 sara pattern...while KROY-Sacramento, KGDM-Stockton 
1S- q LET'S LOOK AT THE CURRENT PICTURE: ‘ 
ri RE HKG Pe Si and KARM-Fresno provide the only coverage-from- 
g0 That Go you get on the Bivel 
be shat oe you got on Bon Lee? within of any single network in Northern California’s 
NO WHAT 00 YOU GET ON "COLUMBIA PACIFIC’? ° ° ° 

- nbeaegeare three other Metropolitan Districts. 
he 
ay 
4. IN SOUTHERN CALIFORNIA... where more than 
| ° 
= four-fifths of the market is confined to the Los 
it- 
He Angeles and San Diego Districts and the forty mile 
rk 
rk coastal strip in between...a single powerful station can 
— — | do the job for you economically. KN X— pouring 50,000 
— REPRESENTING BUT 9 ris , “ 

gua Seen 8 Se ore 4 _ watts directly into Los Angeles and across salt water 


6% | into San Diego— provides a daytime primary area that 
8 *4 OF ALG METAIL SALES 1 
fa we ete: es contains more than 99° of all Southern California’s 


population and buying power. 


* The Columbia Pacific Network has made a detailed, 
informative study of each of these three major 
marketing sections of the Pacific Coast. Get the 


story from your nearest Radio Sales office. 


Columbia PACIFIC Network 


A Division of Columbia Broadcasting System. Palace Hotel, San Francisco—Columbia Square, Los Angeles. 


Represented nationally by Radio Sales with offices located in New York, Chicago, St. Louis and Charlotte. 
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Askerberg Heads Horton 


nye: , 
A. E. Askerberg, formerly vice- Kid in Upper 4 


president and general manager, has 


been appointed president of Horton 

Mfg. Company, Fort Wayne, Ind., f f 

succeeding the late Henry C. Bower- e $ no er us 
find. Henry T. Park, formerly sec- 
retary and general manager of Flint 

& Walling Mfg. Company, Kendall-| JQOWN KOAG 10 Frame 
ville, Ind., has been named vice- 

president. 


Joins Wolff Studios 


Robert C. Moriarty, 
assistant advertising manager for 
Paramount Pictures on the West|vertisement thus far to come out of 
Coast, has joined Raphael G. Wolff} World War II when the New York 
Studios, Hollywood, as an account | Herald Tribune today reproduced 
contact. the advertisement in a full page, 
giving the remarkable history of 
the advertisement and declaring 
that “you will understand why the 
Herald Tribune, for whose readers 
this copy was created, is proud in- 
deed to have launched ‘The Kid’ 
on his sensational career of solid 
accomplishment.” : 

“More than any other advertise- 
ment published in this war—per- 
haps even in this generation—this 
one has been read and re-read and 
believed and answered by an under- 
standing public,” the Herald Tri- 
bune said, giving its history in 
these words: 

“Early in November the New 
Haven ordered the Wendell P. Col- 
ton advertising agency to prepare 


STANDARD 


‘ | STUDIOS INC. 
540 N. MICHIGAN AVE. » CHICAGO 
Whitehall 5355 


‘this advertisement for publication 


| 


| 
| 


| 


| 
New York, March 4.—“The Kid|o 
in Upper 4,” famous advertisement | E]mer Davis, read the record of the 
of the New Haven Railroad, moved|forym in which he had been a 
formerly | another notch along the trail toward | speaker and was so struck by the 
recognition as the best morale ad-|New Haven’s appeal that he tele- 


in the Herald Tribune’s annual 
forum section. There, immediately 
following the forum on _ current 
problems, it appeared on Sunday, 
Nov. 22, and was read all over the 
country by several hundred thou- 
sand. 


ODT Picks Up the Ball 


“Among those thousands, the 


ffice of War Information’s director, 


phoned Joseph B. Eastman, direc- 
tor of Defense Transportation. To 
Mr. Davis the advertisement con- 
veyed with full effect the very mes- 
sage Mr. Eastman was trying hardest 
to get across to the American peo- 
ple. 

“Mr. Eastman’s office, in turn, 
called the railroad’s public rela- 
tions manager, Sam _ Boyer. It 
would be a good idea, they sug- 
gested, if the ad could appear in 
other newspapers and in national 
magazines, too, to help the wartime 
cause of all the railroads. Mr. Boyer 
secured the approval of the New 
Haven’s’ president, Howard S. 
Palmer. 

“Meanwhile, in early December 
the advertisement was republished 
in the Herald Tribune and released 
to other New York, southern New 
England and Washington papers. 


“BOY, ARE WE LUCKY... 


> 
RIGHT OUER SYRACUSE! 


4a 


Don't trust to luck for peace-time profits tomorrow . 
invest in post-war security by keeping your identity alive 


in Central New York today 


Keep your brand name and identity before Central 
New York consumers today so that you may pocket this 
master sales market, of which Syracuse is the vital key . . 
the key to the action you need now to protect your business 


today and prepare for tomorrow 


Economical, complete domination of this market is 
yours only through the Syracuse-Herald Journal with 98 
per cent city coverage and better than seven out of ten in ( 
the retail trading zone . . . blanket coverage in one great Ales 
Koa 


newspaper at one low cost. 


a. 
RS | 


‘ 
SS 


tn, 
WORKS LIKE MAGIC IN CENTRAL NEW YORK 
name eee 


SYRACUSE HERALD-JOURNAL 


SYRACUSE, 


N. YF 


SYRACUSE HERALD-AMERICAN (SUNDAY) 


National Representatives - - 


PAUL BLOCK AND ASSOCIATES 


CENTRAL NEW YORK IS A MASTER SALES AREA 


‘THE KID' GETS A NEW TRIBUTE 


This is the famous New Haven advertisement whose history is being retold 
by the New York Herald Tribune. 


_ 


Finally it appeared in the national 
weeklies. 

“Letters poured in from families 
and friends of service men. Busi- 
ness men requested copies in bulk 
for their employes. Thousands 
wanted reprints for framing (to 
date 50,000 have been distributed). 

“Eddie Cantor read it on a Christ- 
mas broadcast. Kate Smith men- 
tioned it on her program. News- 
paper editorials, radio programs 
were inspired by it. A song has 
been written about it—and sung on 
Columbia’s ‘Melody Hour.’ Metro- 
Goldwyn-Mayer is making a short 
based on it. Several offices of the 
Treasury Department’s war savings 
staff have requested the use of it 
to help sell war bonds. And the 
end is not yet. 

“Written by copywriter Nelson C. 
|Metcalf, and illustrated by Edwin 
| A. Georgi, the advertisement walked 
away with the first award in the 
Annual Advertising Awards for 
conspicuous achievement in national 
| newspaper advertising in 1942... 

“Reaction to this advertisement 
|has been the test of its worth... 
| making congratulations for it almost 
| superfluous.” 


To Kenyon & Eckhardt 


Doris Davenport Smith, formerly 
a radio writer with Compton Adver- 
'tising, New York, has joined Ken- 
|yon & Eckhardt, New York, in the 
same capacity. 


Wilson Elects Thorne 


Gerald B. Thorne has been elected 
vice-president of Wilson & Co., Chi- 
cago packer. Before joining Wilson 
as ecenomist in 1936, Mr. Thorne 
was economist in the U. S. Depart- 
ment of Agriculture. 


Arnold Appoints Browne 


Arnold Engineering Company, 
Marengo, Ill., manufacturer of mag- 
nets for aircraft, marine, radio and 
electrical instruments, has appointed 
Burton Browne Advertising, Chi- 
cago. Business papers will be used. 


Brach Has Agency 


cago candy manufacturer which has 
been absent from advertising for 
several years, has placed its account 
with Sherman K. Ellis & Co., Chi- 
cago. 


King Joins ICS 

R. L. King, a member of the ad- 
| vertising staff of the State, Colum- 
bia, S. C., has resigned to become 
field representative of International 
Correspondence Schools in Colum- 
| bia and surrounding territory. 


| Adds New Account 


Chem-Feeds, Inc., Providence, has 
|appointed George T. Metcalf Com- 
| pany of that city, to place its adver- 
tising. Business papers and direct 


} mail will be used. 


E. J. Brach & Sons Company, Chi- | 


| Son of Printing 


Company Executive Dies 

Capt. Charles C. Johnson III, son 
of Charles C. Johnson Jr., manager 
of the creative department of Staf- 
ford-Lowdon Company, Fort Worth, 
Tex., printer and lithographer, was 
fatally injured Feb. 6 in an airplane 
accident at the Tonopah, Nev, 
bombing and gunnery range of the 
Army air forces. 

At the time of his death, Captain 
Johnson was commanding officer of 
a new fighter squadron which he 
was training for overseas service. 


Gets Bus Accounts 

Holder Morrow Collier, Advertis- 
ing, Florida, has been appointed to 
‘handle the advertising of National 
|Trailways Bus System, Chicago. 
| Additional new accounts are Caro- 
lina Coach Company, Raleigh, N. C., 
| Missouri, Kansas & Oklahoma Trail- 
| ways, Tulsa, Okla., and Tamiami 
Trail Tours, Inc., Tampa, Fla. 


Named Director 

James Van Toor, vice-president 
of Farrar & Rinehart, New York, 
has been appointed executive direc- 
'tor of the Council on Books in War- 
time. Mr. Van ‘oor has _ been 
granted a leave of absence from his 
| company for the duration to assume 
this new post. 


... PROFITABLE 


| ...+ PATRIOTIC 
| ..» POPULAR 
PROFITABLE, provides inexp si" 


media for keeping your ‘rade 
Marks, Slogans and Brand > a™® 
alive. . 
PATRIOTIC, New appeals th: oud" 
the use of such popular pe’ "ot 
themes as Combat Insignia ~'"", 
ian Defense; Airplane, Nav. *™ 
other Military or War Motif | 
POPULAR, with millions of fe nilies 
and with more than 1,000,000 »eoP” 
who are Poster Stamp Collec’ > 
WRITE TODAY for complim °‘*" 
copies of 3 completely infor: 4” 
booklets; (a) The Growth and IV »de"" 
Application of the Poster Star >: os 
Glossary of Information on | °s*® 
Stamps; and (c) Case Histories Pos 

_ terStamp usesand ‘What Happ: '** 


MID-STATE! 


GUMMED PAPEB CV: 
| 2515S. DAMEN AVE., CHICAG© 14 
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mw NO. 2 of a series * heroic episodes WORLD WAR II 
Yhe called him the one-man army, in| those days wh , hey’ 
¢ Y Son 'Y, 0: ys when + + + 0 « « « « To generations yet unborn he'll be a legend. They'll + 0 ee eo © © The Jap pressed fingers to lips, went sh-h-h-h-shish. 
smoke-grimed ue still crouched in foxholes on Bataan} . . . + + hear how he walked in and out of hospitals, often wounded, always He shished him back, then softly tapped the Jap’s shoulder. Drawing the 
One hundred sixteen were the known Japs he knocked dff single-handed, leaving on dangerous lone missions. .... +.» « Let's hope that pin of a grenade, he gently closed the Jap’s fingers around it, shishing 
with a Tommy gun, Chicago style. . . + « « « « It’s best not to name history has a. sense of humor. .% « + « + « Let's hope history never him still. . « «6 « + + The light was helpful. When grenade and Jap 
him now, because the Nips got him at last, along \with Corregidor. forgets the night he bumped heads with a Jap officer, near the Jap lines. exploded together, it helped show him the way back to our own lines. 
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Men at war do things every day, as a matter of course, that the the points “without origin’’ on the continents in between. 
rest of us would never equal even once in a lifetime of our rou- Without preening Esquire at all, or attributing to it any false 
LR tine effort. No matter how hard working we are, nor how heroics whatever, we only want to say how glad we are that the 
patriotic, nothing we do here at home is even worth measuring men who matter most today (and tomorrow) are finding in this 
sive 
ade on the same yardstick as the deeds of men at war. That’s why magazine for men a very evident pleasure and enjoyment. Esky 
mes the one thing that matters most to Esquire, these days, is the does no high deeds whatsoever—but is more than satisfied just 
ugh affection with which this magazine is read by the men in arms to go along, like a mascot, to afford a smile and a snatched mo- 
otic and on the ships at sea. Esquire is flattered to serve, ment of relaxation out there, all over the world, where men are 
aa «0°02 in its small way, as a bolster to morale, a tonic to doing the world’s most important job. The fact that Esquire’s 
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. tired troops, a companion to lonely sailors, as a thumb-worn copies are now reaching a measurable percentage 
ilies source of “pin-ups”’ for hutments and tents from of America’s men in arms, to say nothing of its established popu- 
re} ie 
“4 ad Algiers to India, and a myriad of the many places of larity in the RAF, is enough in itself to give this magazine a new 
“2 *e 
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Michigan Senate Okays 
$210,000 Ad Fund 


The Michigan Senate has ap- 
proved a bill creating a $210,000 
fund to advertise the state’s resort 
facilities and agricultural products. 

The original measure called for 
an expenditure of $320,000, but 
reductions were voted by both a 
committee and the full Senate. 


Olmsted-Hewitt Named 


Olmsted - Hewitt, Inc., Minne- 
apolis, has been appointed agency 


for Regan Bros. Company, Minne- | 
of Holsum bread. | 


Plans include the use of radio, out-| liant demonstration of the possibili- 


apolis, maker 


door, newspapers, and bus and car 
cards. 


’ NoBurton Browne | 
Client hasa | 
~ competitor with — 
"better advertising” 
~~ sustow G&)sxowne 
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Fruit Growers Are 
Oversold, But Will 
Continue Research — 


West Coast Exchange 
Sees Unparalleled 
Chance for Benefits 


Los Angeles, March 3.—A bril- 


ties of scientific research into the 
fundamental problems of nutrition 
and food values has been given by 
the California Fruit Growers’ Ex- 
change, whose 37 years’ history is 
studded with important contribu- 
tions to knowledge of the special 
characteristics of citrus fruits as re- 
lated to health. : 
Today’s program, continued and 
expanded with special reference to 
war problems, is already uncovering 
startling facts of great immediate 
and long-range value. And the ef- 
forts of the United States govern- 
ment to make our people strong 
through proper feeding is accelerat- 
ing public acceptance of basic facts 
regarding health and nutrition at a 
rate far beyond normal progress in 


| relation to health. 


this direction through educational 


advertising. 

These were among the comments | 
of Paul S. Armstrong, general man- | 
ager of the exchange, whose 27) 
years with the greatest cooperative 
marketing organization in the world 
have embraced its most important | 
period of development. Mr. Arm- 
strong told ADVERTISING AGE today | 
that the exchange believes in taking | 
advantage of the unusual opportuni- | 
ties which have been afforded by 
wartime emphasis on food values in 


Won’t “Coast Along” 

“It would be possible, in view of 
the oversold condition which our or- 
ganization is experiencing,” he said, 
“to coast along without increased 
efforts, or actually to reduce the 
program of research and promotion. 


But we believe that the time to) 


make the greatest progress is when 
conditions are favorable and when 
demand is greater than the supply. 

“The government nutrition pro- 
gram alone has speeded up public 
interest in nutrition and in the 
problems of food as related to 
health. It has done in a little more 
than a year what might have taken 
a generation of individual activity 
along with educational and adver- 
tising lines. Our policy is to parallel 
all of these far-reaching develop- 
ments, fostered by the government, 
with our own activities in research, 
education and advertising, so that 
when the end of the war brings 


a lagging of interest in such sub- 


jects as proper nourishment, we 
shall have established public knowl- 
edge and acceptance of fundamental | 
food facts at a much higher level | 
than ever before.” 

The California Fruit Growers’ Ex- 
change has long emphasized the 
vitamin and mineral content of 
citrus fruits as among the most im- 
portant features of its advertising 
and educational program. A part of 
this work has developed a highly 
significant military application, as is 
attested by a new color film, devoted 
to the relation of vitamin C to 
wound healing, which is being 
shown at present to carefully 
selected groups of professional 
people in hospitals and the medical 
profession. 


Military Services Adopt Use 

Animal experiments have shown 
that wound healing progresses at a 
far faster rate when the subject has 
had liberal feedings of ascorbic acid, 
which contains vitamin C in quan- 
tity. While the picture deals with 
laboratory tests only, and data of a 
clinical character are not yet avail- 
able, medical men, including many 
in the military services, have been 
quick to recognize the significance 
of the findings. It is already the 
policy of the Army and Navy to see 
that fresh oranges are included in 
the diet of our men in the service, 
and where these are not available, 
canned fruit juices are provided. 

Research has found a way to can 
orange juice without disturbing its 


Heck: fer ht Hoo 000 040 13: 


Frankly, this illustration is a bit on the fantastic side. It is simply an attempt to fix the WOWO Market 


in your mind geographically. “Fort Wayne” does not give you the complete picture. It’s a fine city and 


a prosperous one, but it represents only 5% of the 2,000,000 WOWO Market, and only 8% of retail 


sales. ye If you should put one point of your dividers in Fort Wayne and, with the other point, scribe 


a circle 200 miles in diameter, that would roughly represent WOWO’s 62-county, tri-state Primary Area. 


It would be like hanging a moon on the tips of Lake Michigan and Lake Erie, with the moon-glow taking 


in our Secondary Area, in the shape and proportion shown here. xe The WOWO Market is half urban, 


half rural. It embraces 21 cities of 10,000 population or more. Two million souls in two hundred miles 


. . « loyal listeners to WOWO"s fine programs. The “moon” is shining bright upon the Wabash. Let it 


shower its silver on your dealers’ counters. 


<P WESTINGHOUSE RADIO STATIONS Inc 


WOWO + WGL * KDKA * WBZ * WBZA * KYW 
REPRESENTED NATIONALLY BY NBC SPOT SALES 
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FT. WAYNE, IND. 
10,000 WATTS 
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WARTIME STORY 


he job of oranges and lem. 


in the serious business of ». 
y 


‘ OR IVGES eae 


The California citrus grower tell: the 
consuming public about the essential 
foods he is supplying our allies and 
armed forces, in this message on the back 
cover of the = Saturday Evening 
ost. 


— 


content of vitamin C. This for a 
long time was a baffling problem, 
the successful solution of which, 
through vacuum packing, has en. 
abled the exchange to provide 
canned orange juice equivalent tp 
150,000 tons of fresh fruit a year. 
Through Lend-Lease purchases and 
shipments abroad, orange juice has 
been introduced, for example, into 
the daily diet of British school chil- 
dren, a development which will un- 
doubtedly have far-reaching effects 
on postwar demand for Sunkist 
products. 

Because fresh fruit naturally has 
a fairly high rate of spoilage, and 
because canned juice is concentrated 
at the rate of 7 to 1, the latter can 
be delivered at a much lower price 
than is possible in the case of the 
fresh product. Thus, while no com- 
mercial shipments abroad are being 
made at present, the successful ex- 
perience with canned orange juice 
suggests important developments in 
the foreign trade field after the war, 
as well as possibilities for exploring 
another division of the domestic 
market. 
Another 


field which is _ being 


THERE'S NOT 
ANOTHER 
LIKE IT! 


e According to the re- 


cent U. S. Census of 
Housing, radio ownership 
in Southern New England 
is far above the national 
average. 
Radio can come closer to 
{ giving your sales message 
100% coverage than any 
other medium. And radio 
in Southern New England 


means but one thing — 


= 


ttl 


DIRECT ROUTE TO AMERICA’S No. 1 MA 


Represented by: WEED & COMPA 


New York, Boston, Chicago, Detroit, 


Francisco and Hollywood 


ee ; ‘are a ee Eas pie ete fs: . , 2 - v 
bey, 5 > RS J Ee) Sa gl gr i Seite . ho Pee She ae 4 Ea hear wis ‘ ee ae 
a ee 
, KS — , — Me 
Bes —__—— Nee 
Paitin | — = 
< stud 
he Oe ~ 
= Pee ek rect 
oe aoa to V 
— ee in 
2 ee - 
t ; as Jate 
: wom tanto ei, _—-, eee wo! 
2 ae o 
aes a cer! 
‘ Ss 
. e 5 dus 
ee . é a dir€ 
vie on 
’ z . 
| ee ce Se dire 
| De Ses ee Rar nasi hea 
| a Q 
| i , - ‘ 
( ; ‘ 
} A Rae 4 — 
F =” YY ~. the 
a : ‘ al on | 
oa | » ‘\ 
a | ~ rl 
z > “a fo 
7 Califone are 
a ; soo) 
‘ . os » SS her Tec 
i ge meet aA care sf 
the 
cha 
) of 
for! 
( 
; | ere 
thi: 
ee 
— ern 
g ma 
: | ha\ 
pal 
; ins 
; 4 ene 
pre 
| wa 
<7 eS eee lea 
es ect 
: i 
be 
— | qui 
e So —— | , 
eee - 7 — ae . - | pre 
a : i } Pat “pay ; _ 1s 
ae cosas ’ On a Se an 
. ‘ oy rs ae 
ae ie ue y : ve 
. : . alas oer e iy ed ale i Sh i Se na ca ust 
4 i . wo ee eS ae a ie one isi ea ee Oe a 3 i id ee Se ag es cao 
7 pi. Sap i d eye: he a ay ee mest ii + adh A ees ss 3 on ey Be ae ee a ee ly sod ie ital . W | 
ae : Ai pa , a os > ieee ier i: rt we Le Pees = he # ae, oe 
és a : tl : a a \ as ese Si ee — cae “an i . “a a a eae ae co of 
— 5 Os ys a ie Bas ene sinned “ ie ef a ia yee a i tir 
a ae — ow ares Pie F “— ; % oe om ae J. 3 ee “oh Ba _ :. - egal ee ~ 
: J ‘ lS PS Beat, pa Ba ¢ pa ao en Leaitretae Le aia ee a 7 Wee «<5 25 toe oe aaa 
‘ | & - iii : 2 ee. . eae oS, er EN ee ,- 7 ica. ae 
ra at ge = — “a — At 5 6 a an ; . se a ao - —_ ae 
B iia — Bae of eee a . , we ae Be es +g } pe 
ae a F . (ja >. <GE¥ ne ee ae ne ; i Sey : a = Ke ee ae re 
ea, Ae. eta! fe ~ 7 “ie ei eee i Me ee tee a rs th 
i ae a ee eR Ss fe ele eee ae ae a ‘ 
a es OO ~~ — Pe - aa , 3 
‘ Be eas | " 7 sat tot | SR a are 4 Crd eS od a r is ~* . 
= — A NS 6 NS a ao a Pee af e! 
: _ :  ~»~ a PE Scr ee Jha P ; 
_ ° ee ee le 
; ae Ss gan uae Ga pS . ger ul ext A eal eh ae : d 
int eee js a) Gee see woe AS agile Sn ; 
= a ee ane i 2,0 te ae . a A ee 0 ale . 
" 4 a eee ee eee 54 Re ae 4 nx i at? - . on ae. 4 . es 
Ee dn e 5 ie iN See a ey 
i ee i oS i — ch 
2. ee ee ” ee i : st 
=, ae ee) + a re, an ts: | Vas a ae A ‘ 
aS ie 2. < a ee » P 
api a ae , phe i, |e ecg nd os ga fr 
; “Sa ey ee As co ag - eee. a ; ae tr 
eh ee 2: es + ae ere wt 
tae} eG oh Pea : 3 Bate nl 
7 A a Ri ee. a ene eee - 
ol See aa i la nae) Oe ‘ 
Pee 4 —— Bes ig: wa ay P 
“ Pia - a ie ide | ~ pe esaher ae : aS ’ 
~ a. =i - oli me i Te rs 
aie este ress we Be ae : : 
— — ; — ee a - fa 
t ee ae 4 * P ee ai wR 
ie hoe =F et ae é —— ets” ot 
he ae ea oa eet e) 
om a eee: Leuba: eer aS m 
f ee =) eee wr ied = a ¥ 
. age os A ae egg am ie aaa wee lO M 
‘ 4 ih : ” i tae es Pe: ‘ cf ] 
ee ~~ aee id ae a be 
Ga: . , r ei ag Roos Ce 
ct 7 * 1 
: a _ ition 00 “ ” edad » 
: 
Re ees 
— . 5 
ee 
1 ales 
Assi Se ee | 
: ene? W I Ic, 
‘i - as 
‘ia 
. — 
pam 50. ‘hall 
ares } — 
= ES a Member of NBC and New 
Re ein Cie : Regional Net k ] 
Me be = if - — = si _ 
‘ * : | re 
go dy BS ty - 
Seahar: &- 
os i Aa 
x b ay ie ee, % 
ia ara oe © ain 17 OF ; Ane t pra 
, ; s% jr. She 4 “% ye ae 2 7 o r* ig sy " = e 8 » . « ’ - . , bid ‘ e , ; 
i ane 7 seh ; aa - Ee ; - . oN : ag ibe i ~ 
= Ri a ae ~~ > s bene * —- re . . s 5 f 2 sz i 


-' FF @O@ti_ mane OD SF LEM 


ao 7 


ga 


~ aaa 


March 8, 1943 ADVERTISING AGE 11 
‘atic’ the exchange, both di-/|tising appropriation for 1943,” Mr.) Ney, Name, Policy Hill to Weatherhead: AMA Parley Will 


nd through its contributions 


_ - agencies, is that of nutrition 
industry. One of the great prob- 
‘ane ¢ speeding war production re- 
late iefinitely to the health of the 
workers, and both management and 
the vernment have been con- 
cernet with this phase of the in- 
dustrial situation. A. J. Lorenz is 
direc( or of nutrition research for the 
exch onge, and he is active in many 
dire ms having to do with the 
health of industrial workers. , 
One group which is developing 
some valuable information of per- 
manent value regarding nutrition in 
the industrial field is the committee 
on nutrition in industry of the Cali- 
forn Defense Council. Members 
are Mr. Lorenz, Dr. Henry C. Bor- 
ook, of the California Institute of 
Technology, Who handles many of 
the research projects of the ex- 
change, and Dr. Clifford Kuh, chief 


of industrial hygiene of the Cali- 
fornia Department of Health. 

One of the specific facts uncov- 
ered by the investigations which 
this committee has made in south- 
ern California, for example, is that 
many cases of actual malnutrition 
have been found. The need on the 
part of industrial management for 
insuring a high level of health and 
energy as the basis for expanded 
production is thus emphasized in a 
way which will probably change at 
least a part of the thinking of ex- 
ecutives after the war. More may 
be done, through provision for ade- 


quate feeding in the plant, to insure | 


proper nourishment by diet which 
is right in quantity as well as bal- 
anced as to essential ingredients. 


Develops Plasma Substitute 


Another interesting wartime de- 
velopment of Sunkist research is the 
use of pectin, an orange byproduct 
which is a blood plasma substitute. 
It is being developed in a variety 
of forms, and has immediate war- 
time application, as well as perma- 
nent uses of great value. 

Because of its study of the many 
possible uses of citrus fruits and 
their byproducts, the exchange has 
already developed a business of sev- 
eral millions a year in products 

than fresh fruits, and the re- 
ults of current research will un- 
doubtedly increase this amount 
manyfold. 


In discussing the research and | 
educational program which the ex-| 


change is carrying on, Mr. Arm- 
strong said that in his opinion the 
fresh fruits and vegetables indus- 
tries have a remarkable opportu- 
nity to build a sound future. These 
products are rich in vitamins and 
minerals, which have been found so 
essential to health, and on the other 
hand production can be expanded 
far easier than in the case of some 
other essential foods. Apples, for 
example, could be promoted even 
more successfully than at present, 
Mr. Armstrong suggested, largely 
because of the ease with which they 
can be consumed. 

“In setting up a $2,000,000 adver- 
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A fine Chromart Colorprint 
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Armstrong said, “the exchange real- 
ized that it might have reduced this 
expenditure without affecting in any 
way the current operations of the 
organization. But we are building 
for the future, as we have done 
throughout the life of the organiza- 
tion. We must look ahead, just as 
we are in our forestry operations, 
where we are developing pine trees 
which are to be harvested 60 years 
from now. 

“If that is wise planning and 
justifiable foresight, so also is study- 
ing the scientific facts regarding our 
products and then making them 
known to the public through educa- 
tion and advertising. And today we 
have an opportunity, through in- 
creased public interest in nutrition 
stimulated by the war, which may 
never come again. We plan to take 
full advantage of that opportunity.” 


for “Victory News” 


“Victory News,” house organ of 
Allis-Chalmers Mfg. Co., Milwau- 
kee, has changed its name to “Vic- 
tory Production and Maintenance 
News” and adopted the policy of 
serving as a clearing house for 
maintenance ideas. 

The paper will widen its distri- 
bution and start a new department, 
“Handy Index to Maintenance in the 
Trade Papers.” 


Klemmer Advanced 


Lee Klemmer has been appointed 
business manager of Drug Trade 
News and Food Field Reporter, pub- 
lished by Topics Publishing Com- 
pany, New York. He will also 
remain manager of another Topics 
publication, Drug Topics Price Book. 


Jarrett Joins WHK 


Milton C. Hill, publicity director 
of Station WHK-WCLE, Cleveland, 
for the past five years, has resigned 
to join the advertising department 
of Weatherhead Company, Cleve- 
land. 

Everett Jarrett has joined the 
WHK sales staff to succeed Bill 
Brusman, who has joined Cleve- 
land’s new bomber plant of Fisher 
Body division as director of public 
relations. 


Starts Drive in Dailies 

With an increased budget, Edward 
Hawes & Co. Ltd., Toronto, floor 
wax manufacturer, has launched a 
spring campaign in selected Cana- 
dian dailies. A. J. Denne & Co. 
Ltd. is the agency. 


Discuss Wartime Finances 


The American Management Asso- 
ciation will conduct a conference on 
wartime financial management at 
the Hotel Pennsylvania, New York, 
March 24-25. 

Financial executives will discuss 
their wartime jobs, cost and profit 
determination, industry in the re- 
construction period, financial plan- 
ning for the postwar period, and 
other timely topics. 


Named Fashion Editor 


Helen Brattrud has been ap- 
pointed CBS fashion editor, suc- 
ceeding Rosellen Callahan, who has 
resigned from the network to be- 
come woman’s page editor for NEA 
service. Miss Brattrud has been 
with Columbia since 1934. 


INFLUENCE BOTH IN The 


“IMPORTANT MONEY” 


THERE ARE y J KINDS IN 


OREGON 


“Today’s Money” 


Money that’s expending itself for food, clothing, 
drugs and those necessities of life. Money that 
uses this market’s 100,000 square miles for elbow 
room—that spreads through Portland where The 
Oregonian reaches 63% of the city’s families, and 
OUT BEYOND into Salem, Astoria, Longview- 
Kelso and many, many communities where from 
war-busy fisheries, lumber mills, farms and 
aluminum plants flow incomes thriving with 
“spendibility.” Only The Oregonian, with its 
area-wide coverage, catches up with this money 


on the run! 


“Tomorrow’s Money” 


Here is that important money dear to the hearts 
of advertisers living for that great tomorrow. 
“Tomorrow’s money” —corralled in War Bonds and 
savings banks—is mentally spent many times a 
day for automobiles, refrigerators, homes and 
those products that today have gone to war. The 
Oregonian is the personal newspaper of the 
“mental” spenders in this market; it has been 
their newspaper ever since there was a market. 
The Oregonian has the largest daily circulation in 
the Northwest because it has the greatest influence 
upon the greatest number of people— today’s 
spenders and tomorrow’s spenders! 
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Problems of Liquor Advertisers 


The liquor industry has been a, under present conditions their pub- 
liberal and consistent user of adver-|lic relations problems are more im- 
tising space. As most media know,| portant than the immediate job of 
its representation provided one of| brand promotion. There is no doubt 
the important sources of needed rev-| that anti-liquor sentiment, based on 
enues during the depression years| highly undesirable conditions pre- 
and more recently, following the|vailing in the neighborhood of many 
loss of most automotive and other} Army camps, is growing. It is en- 
durable goods advertising from|tirely possible that if the war con- 
newspapers and magazines. tinues for another couple of years, 

Now that general advertising vol-| local sentiment in many communi- 
ume is rising, with business gener- | ties will develop along lines which 
ally convinced of its responsibility | are highly unfavorable to the pres- 


for aiding the war effort through|ent methods of marketing alcoholic 
helpful and constructive publicity, | beverages. 


_ CONSERVING CONSERVATISM 


Reproduced by special permission of The Saturday Evening Post. 
Copyright, 1943, by The Curtis Publishing Co. 


"I'm afraid, Higgins, you haven't quite 


caught the spirit of our principle of 


conservative advertising." 


Ad-libbing 


Furious Furor 

It seems that when ADVERTISING | 
AGE published a table in its Feb. 1 
issue, showing how Philip M.| 
Hauser of the Bureau of the Census 
rated the postwar growth possibili- | 


ties of metropolitan counties, it | 


without reference to their morals, 
their importance as a market, or 
anything else. 

But we did think we ought to re- 
port to all you constant readers that 
the copy of the Citizens Tribune 
containing this supercivic outpour- 


and now that space limitations are | 
causing a general tightening up of | 
commitments by publications, the 
liquor classification is not so impor- 
tant as it was. And it appears that | 
these advertisers are having more 
trouble getting their schedules 
accepted, especially where these 
schedules involve increased space 
requirements. 

The competitive situation is such 
that important liquor advertisers 
are anxious to maintain their repre- 
sentation on the best possible basis, 
both for the purpose of promoting 
individual brands, and likewise to 
strengthen their relative positions 
with reference to the market as a 
whole. Hence it is not unnatural to 
find some criticism of the disposi- 
tion of media to accord to the liquor 
field less than its former space al- 
lotments. 

We believe, however, that the 
leaders of the distilling industry are 
far-sighted enough to recognize that | 


What About OCD? 


The Office of Civilian Defense is! 


And it is likewise true that media| stepped right into the middle of a 
themselves are in a delicate position | furious battle apparently cooked up 
on this front. We have heard both/for its own amazement by the Citi- 
liquor representatives and publica-|zens Tribune of Springfield, Il. 
tion men bemoan 


|ing was sent to us by a Springfield 
|resident who obviously had never 
| heard of ADVERTISING AGE, but who 
| allowed as how there was a lot of 


{truth in what we had said about 


representation of liquor advertising 
in individual issues, the feeling be- 
ing that too much emphasis laid 
upon this classification is undesir- 
able both from an industry and a 
media standpoint. Public resent- 
ment against both the industry and 
the publications which carry the| 
copy is fanned by excessive adver- | 
tising. 

Consequently it seems to us that} 


unduly heavy|This worthy weekly took one look/Springfield (unfortunately, we 


(and apparently not too good a one) | 
at Mr. Hauser’s tabulation and im-| 
mediately jumped into full battle 
dress, determined to rescue the fair | 
name of Springfield from the foul 
calumnies of Mr. Hauser and of 
ADVERTISING AGE, at whatever cost. 

“Fight Census Blackeye to City,” 
it shrieked in an_ eight-column 
front-page streamer, followed by 
the even more startling two-column 


hadn’t said anything), and who 
compared the city unfavorably with 
Little Rock, Hot Springs and the 
whole state of Arkansas. 

So there you have it, Mr. Hauser. 
Every civic organization, club, 
church, business and industry in 
Springfield is marshaling its resent- 
ment with every ounce of its en- 
ergy. But you have a_ staunch 
friend within the citadel ... one 


any restrictions on the availability | head: “Whole City Asked to Resent 
of space for liquor advertising| Unfair Listing by Bureau.” 

should be taken in good part by the | “The Springfield Junior Chamber 
distillers. They have been fortun-| of Commerce deserves a bouquet of 
ate in having adequate facilities for| orchids for slapping right back at 
advertising in the past, and should|the U. S. census bureau and the 
accept any necessary limitations| publication ApverTISING AcE for 


now in the spirit of voluntary co-| listing and broadcasting that Spring- | 
|operation with media for the good field is among the decadent cities of 


of all concerned. ithe nation,” the doughty editor 
| shouts. “Every civic organization, 
| club, church, business and industry 
|should resent the unfair classifica- 
tion with every ounce of their en- 


Union display which was included|ergy. They should do this because 


an important war agency, whose|in an exhibit staged by the New) 


possibilities for building morale on| 
the home front are almost unlimited. | 
In addition, it has specific tasks for | 
enlisting civilian cooperation in pro- 
viding all necessary facilities of men | 
and materials for meeting any| 
emergencies due to enemy attack or | 
arising from other causes. It de-| 
serves the fullest cooperation in 
work along these lines. 

OCD from the beginning, how- 
ever, has been beset with difficulties 
based on the activities of its lead- 
ers not directly related to successful 
support of the national effort to win 
the war. The contributions of Mrs. 
Roosevelt and Mayor LaGuardia did 
not help the situation. Even now 
there are indications that some of| 
the literature and other material 
distributed to the public, especially 
through the block by block organ- 
izations now being set up, are less 
helpful to civilians than they are} 
hurtful to business. 

Several months ago ADVERTISING 
AGE called attention to a Consumers 


York division of OCD. It has been 
reported that one of the reasons for 
delay in publishing the fine series 
of advertisements in behalf of OCD 
now appearing in hundreds of 
magazines as their contribution to 
the war effort was that certain 
booklets which the OCD wished to 
offer through the advertisements 
were written in a spirit unfriendly 
to business and to advertising. And 
we have heard of block meetings 
held under the new organization 
program which had far more to do 
with criticising advertisers and pro- 
moting the so-called consumer point 
of view than with actual defense 
work. 

There is no doubt that OCD has 
a great opportunity for wartime 
service, and it is to be hoped that 
its leaders will not permit its func- 
tions to be confused with others 
only remotely connected with the| 
primary purposes of this important) 
agency. 


the charges are untrue, unjust, and 
not supported by facts. 

“What right has the census bureau 
got in assuming authority to class 
cities as decadent. . . The last cen- 
sus was taken by a force of WPA 
workers, a lot of whom couldn't 
spell their own names. They didn’t 
car a rap about accuracy. They 
were concerned about eating. .. And 
it’s from these figures that the gov- 
ernment decides that Springfield is 
a decadent city.” 

There’s a lot more of this—almost 
a column—but nothing quite so in- 
triguing as the last sentence: 
“Everybody likes Springfield except 
possibly the ADVERTISING AGE.” 

It isn’t important, of course, that 
ADVERTISING AGE didn’t develop the 
table, but merely reported it: nor 
that nothing about decadency was 
even vaguely connected with the 
table; nor that Mr. Hauser was 
merely classifying metropolitan 
counties in groups set up according 
to his estimate of their probable 
postwar population performance, 


who refuses to resent you and your 
works, one who sees some possible 
justification for your statement. A 
friend in need, indeed. 


Jottings 

Add Once-in-a-lifetime file: 
Fruehauf Trailer Company conser- 
vation copy, boldly headlined, “That 
Rainy Day is HERE!” appeared in 
Los Angeles newspapers the day of 
|a torrential downpour, the worst of 
the season. . . 

Gordon Daline of Olmsted-Hewitt, 
Minneapolis agency, is the origina- 
tor and designer of “Victo,” new 
Bingo-type game being marketed 
by Spare-Time Corporation, Min- 
neapolis, and now being scheduled 
for use in War Bond drives by 
clubs, lodges, churches and employe 
groups. 


ing along shortly. .. 


Ralph R. Mulligan is supposed to | 


be a publisher’s representative in 
New York, but he’s been spending 
most of his time acting as chairman 
of the Yonkers War Savings Staff, 


with such good effect that in Jan- | 


uary, Yonkers war bond sales hit 
$1,175,000—an all-time high. . . 
G. L. Kinter, advertising manager 
of Steel City Electric Company, 
Pittsburgh, sends along a circular 
which he says has proved most ef- 
fective in cutting down absenteeism 
among the company’s employes. 
“Relax,” it advises. “Join the 
W.T.H. Club and take the comforts 
and pleasures of life while the tak- 
ing is good.” W.T.H., if you haven’t 
guessed, means What the Hell... 


It’s available in sets up to | 
500 cards, with 1,000-card sets com- | 


— “=, 


Information 
| for 
Advertises 


— 

The following documents rn ,» be 
secured without charge from com. 
| panies sponsoring them, or t) ugh 
| ADVERTISING AGE, by any no ona} 
/advertiser or advertising -ney 
executive writing on his bu iness 
letterhead. 


| 


No. 2131. The Urban South. 


Sawyer - Ferguson - Walker | ‘om. 
pany has issued this study of ales 
opportunities offered by urban reas 
of the South, replete with arts 
showing production of raw  ate- 
rials, increase in the numbc,r of 
urban places and in population, 
buying power and newspaper cover. 
age. 


No. 2132. Past, Present, Future, 
American Legion Magazine has 
issued this file-size booklet, which 
shows the part Legionnaires are 
taking in the war and how the 
magazine keys its editorial materia] 
to their interests and activities. 


No. 2133. Introduction to One of 
the World’s Largest Markets. 


This folder, issued by Station 
WLW, Cincinnati, pictures, with 
maps and tables, the four WLW 
“merchandise-able areas” at various 
listening periods, day and night. 
Several advertising successes are 
shown, and the station’s sales aids 
listed. 


No. 2116. A Few Minutes with the 
Editor. 


The Saturday Evening Post has 
issued this progress report, which 
gives in detail the findings on in- 
creased readership resulting from 
the changes effected by the Post's 
new editor. Starting with photo- 
graphs of the editor and his staff 
at work, the brochure outlines the 
editorial philosophy behind the new 
Post and records the progress in 
carrying out the changes. 


No. 2095. What Does All-Out War 
Effort Mean to Advertising, 
Printing and Lithography? 

General Printing Ink Corporation 
has issued this booklet, which re- 
ports the findings of a special sur- 
vey of 116 important American in- 
dustries. It shows what demands 
an all-out war effort make upon 
production, manufacture of con- 
sumer goods and advertising, and 
what changes it forces on the print- 
ing, lithographing and allied indus- 
tries. 


No. 2101. An Investigation. 


In this brochure, issued by The 
United States News, an industrial 
advertiser conducts an investigation 
to find out how many key men 
there are in official Washington and 
how to insure that his advertising 
will be read by them. At the hear- 
ing the four weekly news magazines 
are called to testify in their own 
behalf. 


No. 2079. American Builder’s | 43 
Program. 


This new brochure, issued DY 
American Builder, starts with 4 
study of the shift to wartime bu 4- 
ing and what it means to manu’ ¢- 
turers, and shows how this publ °- 
tion serves wartime needs d 
planning of the building indus’ y. 
It gives an outline of the princ @! 
editorial theme of each 1943 is uc 
and a detailed presentation of . 
| torial content for the January fo °- 
|cast and preview issue. 


No. 2046. Weekly Magazine Re ‘- 
ing in the U. S. Armed Forc: 

Life has issued this report, wh © 
‘is a separate study from its Cc - 
tinuing Study of Magazine Av ~- 
ences, though directed by the s: 
|group. Figures on the reading 
the four national weeklies are ba 
on 2,399 interviews in 26 diffe: 
areas adjacent to Army can 
Army and Navy air fields and ba 
and Navy yards in continental U 
A tabulated breakdown shows | 
cent of readership by branch 
service and rank. 
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Issue New Orders 
for Standards and 


ADVERTISING AGE 13 


'McNatt Salen Sines 


gain of 3,009,984, while in the rural | 
nae: small-town field total circula- | 


: Nation's s Dailies | 
| tion of weeklies, semi-weeklies and | Ann McNatt has joined the radio 
Enjoy Record ‘42 | tri- -weeklies materially advanced,| department of Mace Advertising 


although the total number of such| Agency, Peoria, IIl. 
Circulation Climb 


publications has been reduced by a 


an identifying symbol on the box for | 
the cutting instead of on each indi-| 
vidual garment. Time requirements | 
and form-filing restrictions were| 
also relaxed. 


. . 114 see . G 
Twelve Join Federation |New York, March 3.—Circula-| w periodicaie of oi kinds now num-| ee eee eS 
5 7 de . New members of the Advertising| tion of the nation’s daily news-| )o, 6,354, e 4 os _ 
, gainst 6,709 a year ago. | 
7) | iCa ion Federation of America, New York,| papers skyrocketed to an all-time Th * 
: a Fred M. Randall Company | record high of 44,492,836 sales per | * e magazine * 
and Zimmer-Keller, Detroit agen-| day throughout 1942, according to/| 
w.shington, D. C., aoe 3 | cies: Petroleum Engineer Publishing | estimates contained in the 1943 edi-| Wagging Tails Introduce | * MOST WANTED * 
Stan ardization and ee cation | Company, Dallas; Jackson Brewing tion of N. W. Ayer & Son’s directory | Le Q. Dog Food * 
cont. .ued their aig go his | Company, New Orleans; Charles L.| of newspapers and periodicals. | Animated street car and bus cards| *® b b siness leaders 
wee!, in orders ‘Wood y ‘t © | Rumrill & Co., Rochester; Interstate! This represents a 2,107,029 daily | in four markets, Chicago, Cleveland, | y U “ 
WP: and OPA. yg te an ainers | Broadcasting Company, New York:;| increase over the preceeding year’s | Peoria and Pekin, are being used to| *® 
for nipping wee 3 ais Ap~ Ny Whiting-Plover Paper Company,| figures. Mergers and discontinu- | introduce I. Q. dog food, product of | ob 
tabl’. were standardize Fo L-282.| Bost Py Point, Wis.; KVOO, Tulsa;| ances have reduced the number of! Allied Mills, Fort Wayne, Ind. A| ®  cHoose THE 
plif under limitation order Post Publishing Company, Bridge- dailies now being published in con- die-cut dog, set away from the card, | LEADER IN 
Odd and fancy containers were) |port, Conn.; WPTF Radio Company, | tinental United States from 1,974 tc | and an animated tail draw attention, * THE Business 
rule’ out, as was 4 stamping, | Raleigh, N. C.; Liebmann Breweries, | 1,894. ‘to the display. 
pain ng or dyeing of t _— in-| Brooklyn, and Sutton Publishing Last year Sunday newspapers reg-| Manson-Gold Advertising Agency, * 
tended to make them unfit for re-| Company, New York. |istered an impressive circulation! Minneapolis, directs the account. 
se 
eT ; does not mean that paper 
lab may not be applied. The | 
order says, however, that “commer- 
cial users may not imprint or stamp 
upon the containers any names, 


words or figures which are not re- 
quired by law.” 


m 


color the containers. 


farmers, 
vegetable shippers and wooden con- | 
tainer 
increase re-use of containers, and at 
same time eliminate short runs | 
and time-consuming machine set- | 


the 


ay 


T! 


ups. 


~— , teil 
applying to men’s and boys’ simpli- | =e 
fied shirts and pajamas became ef- * 
fective this week, and OPA indi- | 
the order and be lenient in its ad- | , 

A ‘ 


cated that it is prepared to amend 


ministration. Manufacturers will be | 
permitted to rely on “good faith 
estimates” 
facturing costs resulting from sim- | 
plification, for a limited period, after 
which the estimates will be checked 
and adjusted on the basis of cost 
records and experience in manufac- 
turing the simplified garments. 


I 


Th 


Mz 


Tar 


ments will be permitted to place 


In addition, they 
not dye, stain or otherwise 
ie order is expected to benefit 
truck growers, fruit and 


manufacturers, since it will | 


Why | Like to Write for 


Set Maximum Price | 


e maximum price regulation 


of the savings in manu- 


h ‘ah 
Sinclair Lewis 


inufacturers who have already | 
n production of the simplified 


— S BLUE 
NETWORK 
OUTLET 


Creator of a new trend in Amer- 
ican fiction and author of several 
novels which belong among the 
classics. He won the Nobel Prize 
——es 21 has been honored all over 
the world. He cannot bear a 
static life — recently took up lec- 
turing, teaching and acting. His 
latest Cos. story, ALL WIVES ARE 
ANGELS, appeared in February. 


FRraAnkLy, I like to write for Cos- tical reason, I like the fact that chief interest the daily lives and 


mopolitan because it pays me ex- 
tremely well, because it has done 
so during the many years when 
I have written for it, and because 
I have had so many friends among 
its editors — men and women who 
did not, like certain literary bu- 
reaucrats, make a show of pomp- 
ous importance. They were swift 
to talk business, and very pleasant 
to dine with afterward, and I have 
so dined with them in London 
and Paris as well as New York. 
But behind this highly prac- 


Cosmopolitan has tradition and 
endurance. 

So many of the great old mag- 
azines are gone: McClure’s, Every- 
body's, The Metropolitan, The 
Century, Scribner's —introducers 
of young talent, mirrors of their 
time. But their old rival, Cosmo- 
politan, seems as lusty and living 
as ever.* It is at once of the old 
and the new. 

And I like the fact that how- 
ever it has changed, from period 
to period, it has always had for 


MORE lusty, MORE alive, 


career, 


SPOT SALES, INC. . 
York - Chicago - San Francisco 


gratify their wants. TODAY'S BEST CUSTOMERS! 


a 


*A litthe more emphatically, please, Mr. 


I wis. 


And never has Cosmopolitan — or any other magazine at any time — ap- 
pealed to a more worthwhile type of reader ... 
Americans with the spending temperament, and the wherewithal to 


‘Today Cosmopolitan is 
MORE youthful than ever! 


In circulation and advertising, Cosmopolitan is at the high point of its 
Newsstand buyers today spend more pei issue for Cosmopolitan 
than lor any other A. B.C. magazine (at 35¢, highest price in Cos. history) . 


PLOMORROW’'S BEST PROSPECTS! 


emotions of real human beings; 
not gray ideologies or timid fic- 
tional dummies. 

Even before William Randolph 
Hearst acquired it, Cosmopolitan 
had a picturesque skipper in John 
Brisben Walker, who had been 
alfalfa-farmer, iron master, and 
American soldier in the Chinese 
army. So even back in 1889, when 
I was four years old, Cosmopoli- 
tan had the vigorous American 
tradition of which we are proud. 
And it still has it! 


4 
Noveiens, Aboot » Balin Deeto, 


Gosmopitn = = 


Newsstand Buyers Spend More Per Issue for Cosmopolitan (at 35¢) than for Any Other A.B.¢. Magazine 
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March §, j94; 


Rationing Broadens Sale of 


Advertised Quality Brands 


JWT Panel Shows How 
Coffee Brands Fared 
in Relative Standing 


[In view of the continually widen- 
ing scope of rationing and the spec- 
ulation as to rationing’s effects on 
national brands, the following dis- 
cussion, written for ADVERTISING 
AGE by Arno H. Johnson, director of 
media and research for J. Walter 
Thompson Company, is especially 
interesting and timely. Figures cited 
were developed through the con- 
sumer panel operated by JWT, and 
represent the first nationwide check 
on brand performance under ration- 
ing conditions. 

For an equally interesting dis- 
cussion of the effect of rationing on 
canned food items, see the article 
by Everett R. Smith on Page 24 of 
this issue.] 


By ARNO H. JOHNSON 


A study of how consumers spent 
their coffee coupons during the first 
full month of rationing gives a clear 
indication that coupon and point 
rationing will produce substantial 
shifts in consumer preference 
toward the advertised quality 
brands in which public confidence 
has been established. 

Over a period of the last three 
years a nationwide cross-section of 
approximately 2,000 representative 


| December, 1942, the first full month 

of coffee rationing, six quality 
| brands of coffee, advertised nation- 
ally or in broad geographic regions, 
| jumped to 49.3% of the total con- 
/sumer purchases in pounds com- 
pared with a position of 36.4% in 
October, the last uninterrupted 
month before coupon rationing. 
(November was interrupted by the 
“freezing” period during which no 
coffee sales were allowed.) 


Coupons—A Second Currency 


Coupon rationing introduces a 
“second currency” which differs 
fundamentally from dollar currency 
in that no one can be “richer” or 
“poorer” in buying rationed articles 
than his neighbor in purchasing 
power. In theory, then, each person 
will spend his coupon for the great- 
est value he can obtain in terms of 
quality, confidence and satisfaction, 
limited only by availability of the 
brand he wants and the price he is 
willing to pay in dollars. 

A coffee coupon will buy one 
pound of coffee irrespective of 
whether the price is 2lc or 35c, or 
of whether the brand is unknown or 
is a nationally advertised brand of 
established quality reputation. 


ity or price. 


of quantities and point values will 
be varied according to scarcity of 


Likewise a shoe coupon will buy | 
a pair of shoes irrespective of qual- | 
Point rationing as | 
applied to canned foods is in terms | 


TABLE 1 
DISTRIBUTION OF COFFEE PURCHASES 
BY JWT CONSUMER PANEL 


Restricted Supply— 


Unrestricted Short 
Consumer Retail Coupon 
Sale Stock Rationing 
May,1942 Oct.,1942 Dec., 1942 | 
6 advertised brands Total...... 38.1% 36.4% 49.3% | 
(nationally or regionally 
; advertised) 
A leading chain—3 own brands 
ar Re rer res ae 19.0 17.1 13.7 
‘ All GRO? COUOB occ ceeds 42.9 46.5 37.0 
ta = anche pom —— 
Total pounds purchased in 
CE FPG bs 60a oe Wiwe 100.0% 100.0% 100.0% 
TABLE 8 


DISTRIBUTION OF TEA PURCHASES BY 
JWT CONSUMER PANEL 


Nearly 
Normal _ Restricted Supplies but 
Supplies no coupon rationing 
May, 1942 Oct., 1942 Dec., 1942 
4 Advertised Brands........... 56.6% 49.5% 49.5% 
A leading chain (2 own brands) 9.5 8.5 8.4 
“ESRC ii Sees ira eae 33.9 42.0 42.1 
Total Panel Purchases of Tea. . .100.0% 100.0% 100.0% 


Say May 1932 was the last month in which Panel members seemed unin- 
oe fluenced by coffee shortages in retail stores—most stores still had fair 
me stocks to afford freedom of consumer choice. Quantities of coffee pur- 
: chased by consumers was about normal for this time of year. 

October 1942 was the last full month before rationing was announced. 
Most stores were short of stocks. Supply had been restricted at whole- 
sale—first to 75% of 1941 levels and then to 65%. In many areas con- 


sumers were going frantically from store to store trying to buy any 
coffee irrespective of price or brand. Total purchases by Panel members 
were about 17% under normal for October. 

December 1942 was the first full month of coupon rationing of coffee. 
Coffee was “frozen” from November 21 to November 29 with no sales at 
retail allowed, but stores were allowed to stock up so that brands usually 
carried would be available when coupons were offered. Coupon No, 27 
was valid from Sunday, November 29 to Sunday, January 3. Total coffee 
purchases by Panel members were about 36% under normal for 


December 


American families have been keep-| types of goods rather than by qual- 
ing an accurate record of their| ity, price or brands. 
entire purchases of certain groups Most retail prices are fixed at 
of food products and reporting these | ceiling levels, yet since the date of | 
purchases monthly to the J. Walter/| these price ceilings there has been | 
Thompson Company. These contin-|a rapid growth in mass purchasing | 
uing case histories of consumer | power in terms of spendable dollars | 
buying show monthly the shifts in| in consumers’ pocketbooks. It is to | 
brands, quantities purchased, retail| be expected, therefore, that of the | 
prices and reasons for brand shifts.| two currencies, which must now be 
These records show that during used in buying rationed products, | 


WIS 
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7 Exclusive National Representatives 


the dollar will become less and less | 
important and the coupon more and 
more important in influencing brand | 
selection. Comparative values in 
all rationed products will be meas- 
ured by the consumer less in terms 
of lower dollar price per unit but 
more in terms of greater assurance 
of quality, flavor or anticipated sat- 
isfaction. 

This theory of how American con- 
sumers would select brands under 
rationing seemed sound, but would 
it stand up under actual conditions? 
We awaited the first real test pro- 
vided by coffee rationing in Decem- | 
ber, 1942, and watched closely the) 
shifting buying pattern of the 2,000 
typical American families in our) 
panel. Their immediate reaction | 
supported the theory and probably | 
foreshadows the pattern of con- 
sumer brand preference as rationing | 
is extended. 

It is of interest to trace through- | 
out 1942 the trend of buying of| 
coffee and tea since they represent | 
the various stages of control, first 
through restriction of supply at! 
wholesale until stores ran short and 
then, in the case of coffee, control | 
of consumer buying through ration-| 
ing. 


Pre-rationing Stage—Restriction at 
Source Disorganized Brand 
Loyalties 


Tabte I shows brand positions in 
total buying of coffee by the nation- 
wide J. Walter Thompson Company 


Consumer Panel for three months | 


selected to illustrate what happened 
as coffee went through different 
stages of control. 

It shows that as the coffee sup- 
plies in retail stores began to run 
short consumers tended to take 
whatever coffee was offered irre- 
spective of brand or price. Because 
of large retail store inventories the 
restriction on roasters, wholesalers 
and chain warehouses first to 75% 
and later to 65% of 1941 sales did 
not for several months cause any 
substantial reduction in consumer 
use. Some large roasters who sold 
secondary brands of coffee discon- 
tinued these brands so that the sup- 
ply of their primary brand would 
not have to be cut as much as the 
average restriction. This took a 
certain amount of unadvertised 
eoffee off the market, in spite of 
which, the 6 advertised brands as 
a group dropped from 38.1% of the 
consumer purchases in May to 36.4% 
in October. A leading chain’s share 
dropped on its own brands from 
19.0% to 17.1% while all other coffee 


| increased from 42.9% to 46.5%. 


How Changes Occurred 
By October coffee brand loyalties 


'of consumers had little relation to 


actual purchases. They took what 
they could get and the records of 
the 2,000 panel families showed 
much less than normal buying of 
the same brand consecutively. The 
situation was similar to that exist- 


maaan 
ing recently in butter, me 


many canned goods items 
restriction of wholesale sup; = 
discouraged the influence o: ma 
preference in consumer pur; ing 
Shift to Advertised Bray 

As soon as freedom of chi -¢ os 
brands was reestablished der 
coupon rationing, after store ere 


able to restock all brands, con. 6, 
buying among panel member. 9, 
a big shift toward the ad\ tised 
quality brands of coffee. 1). <i, 
advertised brands went up ‘rom 
36.4% in October to 49.3% ir De. 
cember. A leading chain’s © are 
represented by its own bo nade 
dropped from 17.1% to 13.7) and 


all other brands dropped om 
46.5% to 37.0%. Many cons) mer: 
who had previously been loy | tp 


certain advertised brands came }jack 
to those brands and in ado tion 
many others switched from eap 
or lesser known brands tv the 
brands which had established ) opy- 
tations. 


How Rationing Affected a 
Leading Chain 


Three own brands of one of the 
leading chains represented 19.09, 
of the coffee purchases of the J. 
Walter Thompson Company (Con- 
sumer Panel families in May, 1942 
with the largest volume on the 
lowest priced brand. By October 
shortages of supply particularly 
affected the lowest priced brand so 


i 


MN opm 


A poor but intelligent Arab water 
vendor once saved the life of a 
wealthy Mohammedan  whole- 
saler whose caravan was lost in 
the desert. 

“You have all my gratitude, 
Little Brother,” said the Moham- 
medan. “In reward, you must 
accept half of my goods . . . but 
in compassion for my dependents, 
please choose blindly, without 
opening the packs.” 

So the Arab walked down the 
line of camels, pointing out the 
packs of his choice. Odw | cried 
the Mohammedan, when the Arab 
had finished. ““You have well and 
truly chosen my most costly and 
valuable stocks . . . the ones I 
hoped to take all the way to 
Mecca, worth four times the 
paltry half you left me. How did 
you choose so well?” 

And now the rich and intelli- 
gent Arab made answer, “This 
you know as well as I, O Pur- 
veyor of Goods: for success in 
such an enterprise, select the 
largest, strongest camels, for they 
are the ones which will surely 
carry the most and finest mer- 
chandise to the best destinations.” 
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was not available in many of 


ver' 
in Table y # 


9 utlets. The drop in this brand 
was largely made up by a switch 
to the two higher priced brands. 
with rationing in December, how- 
ever, all of these three chain brands 
declined in share of total purchases 
while many former buyers of these 
prands switched to nationally ad- 

.d brands. The trend is shown 


TABLE 2 


TABLE 6 


% of Panel 
Families Buying 
Tea during month 


% of Panel 
Families Buying 
Coffee during month 

% 


% 
1940 1942 Change 1942 Change 


1940 


April-May average. 49.6% 50.0% 1% 92.9% 92.9% 0 
Sept.-Oct. average... 39.8 36.1 —9% 92.0 898 —2% 
SOUP Seccccsine 38.7 30.6 —21% 925 914 —1% 


Purchases of 


ber, 1942, are shown in Table 3. supplies began to get increasingly 
a Chain TABLE 3 short in August, 1942, is shown in 
by Cc rather ey a St i paid |Table 4. Comparisons are made 
Panel Families bers—per pouna | With 1940 consumption by this same 
May Oct. Dec. May Dec. Inc- | representative group of families. 
1942 1942 1942 1942 1942 crease TABLE 4 
Tota! Coffee Pur- Total all coffee....28.6c 32.1c 3.5¢ Coffee Purchases for 
cl s (Ibs.). 100% 100% 100% | Leading advertised Home Consumption 
To brands of brands: Pounds per Family in Panel 
t chat scceve 9.0 ph 13.7 Brand A ........ 33.8¢ 34.6c 1.8c % Change 
I priced BOOMS Bc scccecs 30.9 33.2 2.3 1940 1942 1942 Vs. 1940 
and (22c)... 13.2 5.3 4.4 | Leading chain August +... 2.90 2.75 — 5.2% 
Medium priced brands: September . 3.13 2.74 —13.5 
and (24c)... 3.2 5.4 3.3 Brand C ........ 26.1 26.3 0.2 | October 3.20 265  —17.2 
— tase) TE MRR Plas gees tie 21.5 22.0 0.5 [November .. 3.32 2.34 —29.5* 
prand C).ce ° " ° : ++ 3.32 2.34 . 
° Coffee Purchasing in December Was December .. 3.35 2.13 —36.47 
Trend of Coffee Prices 36% Under Normal *1 week “freeze,” no retail sales. 
The average price paid for aj; Coffee purchased under coupon| ‘Coupon rationing. 


pound of coffee by the panel fam- 
ilies increased from 28.6c in May 
to 32.lc in December, 1942. This 
resulted partly from the shift in 


prands and partly from increases in 
prices of individual brands through 
shifts in the type of outlet through 
which the consumer bought. Com- 
parative prices in May and Decem- 


for home consumption since store! family. 


rationing in December, 1942, aver-| During 1940, which appeared to 
aged 2.13 pounds per family in the} 


_ be a normal year in U. S. coffee 


J. Walter Thompson Company Con-| purchasing, the families in the Con- 
sumer Panel. 
consumer buying to higher priced|the corresponding figure of 3.35 


This was 36% under| sumer Panel averaged 3.13 pounds 
|of coffee per month per family. 


pounds per family purchased in| Winter months were higher than 
December, 
was typical for December use. 


1940, which probably| this average while summer months 
were lower. On an annual basis 
The trend in purchase of coffee| this represented 37.6 pounds per 
Projected roughly to the 


your best bot 


for long-haul sales success 


OMPARABLE to the largest 
and strongest “camels” in the 
retail field are the department stores, 
among all retailers the most likely to 
succeed in making the Mecca of the 
postwar world still hale and hearty, 
worthy bearers of the brand names 


they carry. 


For department stores don’t give 
up. When the war ends, they’ll be 
more important to your selling pat- 
tern than ever . . . and they have 


ally every good store in the country 
— with advertising in DEPART- 
MENT STORE ECONOMIST. 
Have you something for sale? 
Say so. New “Victory” models? Tell 
"em about it. None? Say why. Plans 
for the future? Talk ’em up. . . make 
"em want to join you. To get in, stay 
in, better your situation . . . talk to 
the management team through 


DEPARTMENT STORE 
ECONOMIST. 


long been your largest, most stable, 


most forceful outlet group. 


Whether or not you now have 
anything to sell, you can pave the 
way for profitable sales through de- 


partment stores on V-day 
and after by gaining the 
confidence, interest, and 
enthusiasm of the store 
management team. 

You can reach all the 
important members of this 
team — key buyers, mer- 
chandise managers, adver- 
lising and display man- 
agers, training directors, 
and top executives in virtu- 


‘TORE 


A Chilton @ Publication 


Featured in a recent issue, the com- 
rehensive study, “Cotton in War- 
ime,” is typical of the editorial serv- 

jce that makes DSE indispensable to 

readers; for proof of high reader re- 
sponse —and advertising effective- 
ness — ask your Department Store 

Economist representative. 


ECONOMIES 


CCA — 30,000 


(0 EAST 42nd ST., NEW YORK CITY © PHILADELPHIA: 56th and Chestnut Sts.; CHICAGO: 
? East Madison St.; CLEVELAND: 1836 Euclid Ave.; BOSTON: 140 Federal St.; WEST COAST: 


mpson-Reilly, Ltd., Garfield Building, Los Angeles; Russ Building, San Francisco. 


| Thompson 


total of 35,000,000 U. S. families this 


represented a normal home con-| 


sumption of coffee of 1,316,000,000 
pounds per year. This projection 
of the purchases of the Consumer 
Panel in 1940 compared closely with 
an estimate of approximately 1,300,- 
000,000 pounds for the normal an- 
nual home consumption of coffee 
based on average imports corrected 
for shrinkage from roasting and 
deducting estimated use by institu- 
tions, restaurants, etc., outside the 
home, as shown in Table 5. 
TABLE 5 
An Estimate of Normal Home Con- 
sumption of Coffee 
Imports of green coffee 


(ibs.) 
exe's G0 wed een 1,707,151,000 
Pee eee rey ee 1,977,060,000 
JPET ireret er Tee ee 2,014,279,000 
BPOD » 409 +%s cee en tsaceeeeeeeee 
4-year average ...... 1,937,893,000 
Less 16% shrinkage in 
PORTER | a Fs ed ends.s 665 85 310,063,000 
Total roasted coffee...... 1,627,830,000 


Less 20% institutional ete. 325,566,000 


Estimated annual home 
GOmGuMHtiOw «sc rcscccces 1,302,264,000 
The original coffee ration of one 

pound per adult over 15 for every 

5 weeks represented 10.4 lbs. per 

person per year. It is estimated 

that there are approximately 90,- 

000,000 coffee ration books held by 

persons over 15 years old not in the 

armed forces. To supply them with 

10.4 lbs. would have required 936,- 

000,000 pounds or a reduction of 

28% from normal home consump- 

tion. The new ration basis of 1 

pound for 6 weeks or 8 2/3 pounds 

per year will require 780,000,000 

pounds annually or a reduction of 

40% from home consumption. 

The J. Walter Thompson Com- 
pany Consumer Panel families’ 
average of 2.13 pounds in December, 
when projected roughly to the 
35,000,000 families, would indicate 
that a total of 75,000,000 coupons 
were spent for coffee during De- 
cember. The total of coupon No. 27 
was probably somewhat greater 
than this since the coupon was valid 
for purchases on Nov. 29 and 30 and 
on Jan. 1, 2 and 3, which would not 
have been included in our December 
reports. 


Effect of Restricted Supply on Tea 


Tea has not been rationed to the 
consumer but has been restricted at 
the source to 50% of 1941 deliveries. 
Many retail stores have adopted 
voluntary rationing as their sup- 
plies run short. Stores out of stock 
conditions have restricted freedom 
of consumer choice of brand. The 
results as traced through the actual 
purchase records of the J. Walter 
Company Nationwide 
Consumer Panel have been: 

1. A substantial drop in the num- 
ber making any purchase of 
tea and in the amount of tea 
purchased. 

2. A substantial shift to pur- 
chases of tea balls instead of 
packaged tea. 

3. A slight drop in the position 
of advertised brands. 


Considering 1940 as a year of 
normal tea and coffee habits, the 
panel shows that consumers during 
the period of April-May, 1942, were 
buying both tea and coffee normally. 

As stocks became scarce in stores 
as a result of the restriction of 
wholesale supply the number buy- 
ing coffee during the critical months 
before coupon rationing did not de- 
cline noticeably. Consumers went 
from store to store and in most cases 
succeeded in buying some brand of 
coffee during the month, although 
the total amount purchased was 
forced below normal. But in the 
case of tea the actual number of 
consumers buying each month de- 
clined substantially until in Decem- 
ber, 1942, the tea buyers were 21% 
fewer than in the same month of 
1940. See Table 6. 

Total expenditures for tea in 
December, 1942, average 10.8c per 
panel family compared with 22.5c 
in May, 1942—a drop of 52%. 

Consumer buying has _ shifted 
rapidly toward tea balls. In the 
relatively normal tea buying period 
of May, 1942, tea balls represented 
15% of the purchases made by the 
Consumer Panel families. By De- 
cember, 1942, the share represented 
by tea balls had risen to 40% as 
shown in Table 7. 


TABLE 7 
Trend in Tea Balls 
May Oct. Dec. 
1942 1942 1942 
BOR BE secses 15.3% 31.7% 40.0% 
Packaged and 
a 84.7 68.3 60.0 
Total Panel pur- 
chases of tea.100.0% 100.0% 100.0% 


When unable to get the desired 
brands of tea some panel families 
stopped buying tea as indicated by 
the substantial decline in purchas- 
ers. Others took whatever brand 
they could find. This resulted in an 
increase in the share represented by 
the many lesser known brands. A 
similar pattern of increase in mis- 
cellaneous brands of coffee was evi- 
dent during the restriction of whole- 
sale supplies period but this was 
reversed in December, 1942, when, 
under coupon rationing, freedom of 
choice was restored and the swing 
was heavily to advertised brands of 
coffee. No such swing took place 
in tea buying in December as com- 
pared with October. The trend of 
tea brands is shown in Table 8, 
included with Table 1 for compara- 
tive purposes. 


Summary 


This study of the actual buying 
records of a cross-section of Ameri- 
can families under conditions of 
restriction of supplies and under 
coupon rationing seems to indicate 
clearly that: 

—under coupon or point rationing 
with freedom of choice consumers 
will select the advertised brands of 
established reputation for quality 


| and that price becomes of secondary 


importance. The record does not 
seem to indicate that unbranded 
goods or new “Victory” brands 
would gain popular buying approval 
| of consumers. 
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ADVERTISING AGE 


Warner Pledge Keys 
Film Promotion 


To the Editor: I thought you 
might be interested in seeing the 
advertising campaign that was de- 
veloped for Warner Bros.’ motion 
picture, “Air Force.” As you may 
know, “Air Force” is the story cf 
the B-17 bomber which took off 
from San Francisco on Dec. 6, arriv- 
ing at Pearl Harbor on the fateful 
day of Dec. 7, and was then ordered 
on to Wake, Manila and finally to 
Australia. 

“Air Force’ was produced with 
the full cooperation of the Army 
air corps. “Air Force” is more than 
a picture of entertainment—it has 
an unusual significance and mes- 
sage. Both Warner Bros. and this 
agency worked hard to create a dis- 
tinctive, unique advertising cam- 
paign—a campaign that compelled 
attention and at the same time 
would sell the public on the enter- 
tainment-value of this picture. 


The keynote of the campaign—_ 


the attached ad written by Jack L. 
Warner, executive vice-president of 
Warner Bros. Pictures, Inc. This 


ad, presented to the public as a per- | 


sonal message from Mr. Warner, 
tells the public of Warner’s “Plat- 
form,” its constant effort to give 
America morale-building entertain- 
ment. 

We believe this ad has an eye- 
compelling headline and interesting 
copy. To take advantage of this 


idea, space was not bought on the| 


motion picture page. This ad was 
inserted in the very first news sec- 


tion, as close to the front page of | 


the paper as possible. 

In addition to the Jack L. Warner 
ad, we ran small teaser copy on 
every other page, starting with the 
Jack L. Warner ad and running 
back to the motion picture page. 

The teaser campaign ran one 
week previous to the opening at the 
New York Hollywood Theater, and 
one week after. 

Radio, too, played a dominant part 
in this campaign. 

Now, since the picture has un- 
usual significance at this time, we 


thought that the best utilization of | 


radio would be to present the 


endorsements of radio’s own top-| 


notch news analysts and commenta- 
tors. 
born, Lowell Thomas, Cecil Brown, 
Maj. George Fielding Eliot, Edwin 
C. Hill and Frazier Hunt. After 
seeing a preview of “Air Force,” 
these men unanimously decided that 
“Air Force” was more than worthy 
of a complete endorsement and were 
glad to cooperate in the production 
of a series of one-minute spot an- 
nouncements. 

These announcements were used 
on nine stations in the New York 
metropolitan area, ranging from the 
major network stations down. We 
enclose copies of the individual 
scripts. 

Needless to say, the attendance at 
the New York Hollywood Theater is 
breaking records and Warner is 
making this complete campaign 
available to the local motion picture 
exhibitors in all parts of this coun- 
try. 

MARLO LEwIs, 

The Blaine- Thompson Com- 

pany, Inc., New York. 


Employe Editorials 
Help Build Morale 


To the Editor: We have just had 
an eye-opener on the value of a 
lively employe magazine as a mo- 
rale-builder, and another on the 
amount of articulate, constructive 
thought about the war situation that 
is going on throughout our factory 

which means throughout any- 
body’s factory. ; 

We are sending you proof sheets 
from the forthcoming “Zenith Radio 
Log” with three employe-contrib- 
uted editorials which speak for 
themselves These came into the 
editor’s office utterly without solici- 
tation. We hope that they will be 
trail blazers for many more to come 

The magazine has existed for sev- 
eral years as a publication of the 
Zenith Men’s Club, a social organ- 
ization of employes. As more and 
more employes began leaving the 
company for the armed services, 
and as rapid expansion of personnel 
began changing the intimate, fam- 
ily-like atmosphere that character- 
ized many departments, the “Log’ 
became an important means of their 


We approached H. V. Kalten- | 


| 
| 


Necro ree: a 
| In the copy at the right, Jack L. Warner, executive vice-president of Warner Bros. 
Pictures, reports his company's dedication to ‘making each precious hour spared 
for a motion picture count to the fullest in its contribution to American morale.’ 
The advertisement on the left is one of a series promoting the film, ‘Air Force.’ 


Letters are welcome. 


| WARNER OUTLINES MORALE ‘PLATFORM’ 


Voice of the Advertiser 


This department is a reader’s forum. 


WHEN | HE PRESIDENT 
WAS ON THE AIR 
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and you ma ‘am? 


wae ote SYS 


AL 
| ‘i 


J a Ma ay ere 

March 8. 1943 Ma 
_—$<— $< ~ a _ 
|} 1940. On the other hand, the | dated. Every tourist cabin the os 
|growth in both population and in- city and in the outlying inty 2 
dustrial war production and military | areas is rented. The situati has . A) 
| installations upon which this devel-| been so serious that the ual ied 
opment is based, which first became} meeting of the National © jg, yon 
/apparent in any sizeable proportions | scheduled to be held in Spoka ' - 


as far back as early 1941, has been| November, had to be cance} we by 


|s0 rapid that Spokane at the pres-| moved to another city, and in ye 
ent time is bursting at the seams.| has been forced to take wl a 
|The present population of the city| action with other important ¢  o,_ ~y 
|is estimated conservatively at 140,-| tion gatherings. olig 
000. The population of Spokane! The United States Public H ns wae 
County in 1940 was credited by the} Authority has recognized th. ute sion 
| United States Census as being! situation in Spokane to an ent wit 
| 164,652, and is now conservatively|it has announced plans f he des 
estimated at between 210,000 and| building of 1,935 public h. <jy, Wa 
220,000. As a matter of fact, this| units, contracts for 500 of ese Pro 
great influx of population is so| already having been let, an he Eve 
significant that it has been recog-| others now in line for process in San 
nized by our Spokane County/the immediate future. In ad joy ” *F 
|commissioners, and they are now| to that, the Public Housing Ac ) in. wil 
taking steps to have Spokane| istration, in cooperation wit) oy onl 
County reclassified and certified as | Municipal War Housing Burea. ja, ver 
a Class A county in the state of | an active program underway, fo; but 
Washington. The only other county| the converting of 600 large f:,, jj, sho 
|in the state with an “A” rating is| dwellings into multiple units. te inc 
/King County in which Seattle is| it will be seen during 1943, a ‘tal “fa 
| located. of 2,535 public housing units are has 
| The influx of war production! scheduled, to which should be addeq \ 
workers and military personnel has | approximately 720 units to be built hal 
been so tremendous during the past| by private contractors, or a total] lat 
| year, the city has found it utterly| of 3,255. giv 
|impossible to provide adequate Through the location in Spokane jus 
| housing for these new citizens. All| of two large reduction plants and a 

| the hotels are jammed to overflow-|rolling mill, Spokane has become ] 
ing with people on weekends | one of the light metal centers jn ( 
‘sleeping in the lobbies. All the) the nation, and it is the concensus 


apartment houses are filled to ca-| of many who have given consider- 
_pacity with long waiting lists of| able study to the question that a 


‘families waiting to be accommo-! promising future is held for the 


| keeping in touch with each other 
and of holding group morale at a 
high level. It now receives strong 
| backing, but no interference, from 
‘the management, and remains a 
publication of, by, and for the em- 
ployes. 
Tep LEITZELL, 
Zenith Radio Corporation, Chi- 
cago. 
> FF & 


Wartime Annual Report 


To the Editor: I think your pro- 
fessional advertising readers will be 
interested in the annual report ad- 
vertisement of the Sun Life of Can- 
ada released this year to all impor- 
tant newspapers of the United 
| States and Canada in those areas in 
which this company operates. 

The unique feature of the adver- 
tisement, of course, is the complete 


~*LET THE FLAME OF FAITH BURN BRIGHTLY” _ 
1 


In history ‘Finis’ can never be set at the end of the page 


nor at the clow of 4 year The end of one chapter telly the 


beginning of another, the close of the old year the opening 


of 4 mew. Standing within the threshold of 1943, che 


challenge is of the ages, 4 call for courage amid toil and 
tnul and werifice. We look back upon 4 year of cloud and pas 
hallowed by the death of heroes Their valor is ransom tor 
our future, and has opened for us the vista of triumph 


now stretching ahead Let us not lowe what they have 


bought. As we press on to victory, let the flame of our tanh 
burn brightly With grantude for the past, with courage 
tor the present with tath for the furure, let us recomsecrate 


ourselves to our task to the tnd that torment may be 


lifted from men's hearts and peace come for all nanons 


and peoples 


Amram Company ot Camatbe 


SUN LIFE OF CANADA 


SAVE WISELY TODAY - POR TOMORROW 


00 te al pee fee 8 aly se oe cog 


ee 


absence of facts and figures relat- 
ing to the company’s satisfactory 
progress during 1942. Instead, Can- 
ada’s leading life company has sent 
an inspirational message to many 
million readers of the North Ameri- 
can press in the belief that such ‘s 
more suited to our embattled times. 
J. E. CHANDLER, 
Publicity Officer, Sun Life As- 
surance Company of Canada, 
Montreal. 


Asks Reclassification 
for Spokane County 


To the Editor: We were very 
much interested in reading a recent 
issue of ADVERTISING AGE giving 
postwar growth possibilities of met- 
ropolitan counties as outlined by 
Philip M. Hauser, assistant director, 
Bureau of the Census. 

We note that the city of Spokane, 
Wash., is for one reason or another, 
carried in Class C-3; namely, those 
which lost population or gained very 
little during the war period which 
have fair prospects of coming back, 
etc. 

We sincerely believe the outstand- 
ing growth and development which 
Spokane is now experiencing justi- 
fies Spokane being placed in the 
Class A column. It is true Spokane 
marked time so far as population is 
concerned in the decade from 1920 
to 1930, and showed but a moderate 
gain in the period from 1930 to 


aR a 


Ever hear about | 
V...-Mail? 


e Paper is taking on a lot of assignments in 
this war. 


Sometimes it doubles for strategic metals. Some- 
times it is the means of cutting shipping space 


or saving time. 


We did not originate V . . . — Mail. But we do 
supply paper for it. V . . . — Mail is only one ex- 
ample of the wartime importance of paper. Paper 
products are not only solving many odd prob- 
lems, but paper itself is fighting in war plants 
and at the front. From ration books to cartridge 
cases, paper is doing innumerable vital jobs 


We know quite a bit about it because we moke 
a thousand miles of paper a day. All our pas! 
experience, all our research facilities, are focu ed 
on helping the war effort, and in the process w: re 
learning new, almost incredible things that 
be done with wood fiber. When materials co n¢ 
again into the market and new demands © 
cellulose products can be met, we will be « ‘le 


to supply papers for many purposes. 


Q. 


In the meantime Oxford merchants and Ox! 
salesmen are at your service. 


Take V .. . — Mail, for example. Can paper products take the place of scc *° 
materials vital to the war effort? All our reseo * 

Letters written on V...—Mailformstravelonly to _ facilities are concentrated on finding the ans\ 

the point where they're photographed on 16 milli- 2 

meter film — and 25 pounds of film carry 150,000 

— OXFORD PAPER COMPANY 

Then the film is shot by plane to any part of the 230 Park Avenue, New York, N. Y. 

world where fighting men are hungrily awaiting Mills at Rumford, Maine & West Carrollton, Ohio 

letters — enlargements from those tiny frames of Western Sales Office: 

film are made and delivered in a special V .. . — 35 E. Wacker Drive, Chicago, Ill. 

Mail envelope. a 
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SS ; Soe 
yn of these plants actively in| to spend a day in this office. I 


oper stwar period. | invite him to spend a day at the 


* \ssociated Press report car-/| desk of any man in this office, and 
sed in the Spokane Daily Chronicle | I invite him to sit in on the activi- 
rie '" es this situation in Spokane | ties of the WPB. 
ee ing that the War Manpower)! It seems to be the smart thing to 
by Pe sion designated 102 cities | do today to take a crack at gov- 
pao over the nation as areas of| ernment employes, but I find that 
ated labor shortage within} most of the people who do this 
9 onths, giving them prime | haven’t the slightest conception of 
elig ity for the 48-hour work) what they’re talking about. 

nd War Manpower Commis- Several hundred people every day | 


yntrols over hiring and job-| come to our office for advice, for | 
ng, and among the cities so| information, for help and for expla- | 
des ted in the West is Spokane,| nation. They are served by men 
Wa along with Pocatello, Ida.; | who have successful business back- 
Pro and Salt Lake City, Utah;| grounds—men who are working for 
Ever:tt, Wash., and Los Angeles and|a_ half or a third of what they 
San vancisco, Cal. earned in private industry, who are 
~ py om the foregoing, we believe it working harder and are working 
e agreed that Spokane has not | longer hours than they did in pri- 
only not “lost population or gained | vate industry. Many of these men 


|; are 


| addition to several hundred 
|views a 


inspired to do their difficult; they have been on an intellectual 
chores because of a very real desire| vacation for the day. 
to be helpful in the war effort. In| Ex-ApMAN Now WorkKING HIs 
inter- HEAD Orr AT WPB. 
day, these men handle 
approximately 1,000 telephone calls 
a day and answer from two to three 
hundred letters, each letter requir- 
ing an individual answer concerning 
an individual problem. 

If these men in our office are on| 


Carr Named Director | 

Harry Carr, president of the First 
National Bank of Philadelphia, has 
| been named to the board of direc- 
tors of The Curtis Publishing Com- 
intellectual vacations, there will be oon ty Mr. Carr fills a ye = 
none more surprised than they, | ated bay Brandon ag ge nag 
Knowing these men intimately, | 87° is post to enter the Army. | 
working shoulder to shoulder with} - ee ‘ | 
them eight hours every day, includ-, National Acme Appoints | 
ing Saturdays, knowing the great National Acme Mfg. Company, | 
load of work they carry, I think| Cleveland, manufacturer of auto- | 
they are entitled to praise instead| matic screw machines and kindred | 
of sarcasm, and I imagine they find | products, has placed its account with | 
it extremely difficult after a trying| Fuller & Smith & Ross, Cleveland. | 
day to go home at night exhausted | Business and technical publications | 


B& W Sponsors News 


Sponsored by the Brown & Wil- 
liamson Tobacco Corporation for 
Avalon cigarets, Floyd Farr, head of 
KPO’s announcing staff in San 
Francisco, will be heard in a new 
series of weekday newscasts from 
the Bay City, beginning March 1 at 
7 a. m. PWT. NBC’s six Pacific 


| Coast stations will be used. 


Russel M. Seeds Company is the 


| agency. 


Write for circular on 
ARTKRAFT 
Hot Cathode 
FLUORESCENT 
LIGHTING. 


RTK 


very little during the war period;” | have sons in the armed services and | and to have others consider that)! will be used. by AAR CO, LIMA, OHIO 
put (nat on the contrary, it has| 
shown a substantial and material 


increase; and, that far from having 
“fair prospects of coming back,” it 
has, on the contrary, forged ahead. 

We sincerely hope that when you 
have occasion to run another tabu- 
lation of this kind, Spokane will be 
given the position to which it is| 
justified. 


Publicity Director, Spokane 
Chamber of Commerce, 
kane, Wash. 


Asks Source of ‘Studies 
Mentioned by ‘Ad Man’ 


To the Editor: We are interested 
in learning the documentary refer- 
ence, mention of which is made in 
the last paragraph of the “Diary of | 
an Ad Man” in your Feb. 22 issue. 

You will note your contributor 
states: “. . . There are some studies 
in social psychology which indicate 
individuals break down old habits 
and acquire new ones most readily 
in times of mass crisis .. .” 

M. St. JOHN BRENON, 

Brooke, Smith, French & Dor- 

rance, Detroit. 

[Editor’s Note: To Mr. Brenon 
and others interested in these 
studies, Ad Man suggests a reading 
of Chapter 5 of “Source Book for 
Social Psychology,” written by Kim- 

Young and published by Alfred 


Knopf.] 


W. G. OVEs, | 
Spo- | 


Adman, Now Government 
Worker, Airs a Complaint 


To the Editor: Having followed 
Copy Cub’s column now since it 
began, I imagine by this time he| 
must be quite a big boy. Perhaps, 
therefore, he will accept a sugges- 
tion from a constant reader. 

In a recent column he made an 
inference on government people | 
that it is just a bit difficult to swal- | 
low. I refer to the business man | 
who had retired to take an intel-| 
lectual vacation and that he had put | 
himself right in line for a big gov- 
ernment job. | 

If anyone thinks that a govern-| 
ment job, particularly in WPB, is | 
an intellectual vacation, I invite him 


ayrolls 


Pontiac’s huge 


WAR PLANTS | 
EXCEEDED | 


+50,000,000 


LAST YEAR | 


$4,740,000 — over 22% 


7 
January payrolls were | 
greater than a year ago! | 


ALL-TIME HIGH 
IN HOME COVERAGE 


37,509 


*\ PONTIAC 
DAILY PRESS 


PONTIAC + MICHIGAN 
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THE POWER OF PRESSTIGE 


WINS 82,853 “THANK YOU’S” FO 


1. CROSSROADS OF CLEVELAND aptly describes the busy Press 
Service Center visited daily by hundreds of readers. Some merely 
seek advice, but the majority drops in for helpful, printed informa- 
tion on a score and more of wartime subjects. 


3. ESPECIALLY GRATEFUL was a newly arrived war worker who 


found himself and family in a crowded city with no place to live. 


\ tough assignment, but as usual the Press Service Center located 
a dwelling, thus making another friend for itself and Cleveland. 


SCRIPPS-HOWARD = —= he 
NEWSPAPER = ==> 
= — “CLEVELAND 
é ; SCRIPPS — ronret 
a be ke bs a3 


R THE PRESS SERVICE CENTER 


2. ITEMS OFFERED include everything from blue star service pins 
to “share-the-ride” stickers; everything from fuel waste folders to 
“Quiet Please” posters. As an example, 4,658 war maps were dis- 
tributed in a single month; 9,488 ration board maps in 12 weeks. 


~ © * 


THE IRATE READER of legend who stormed down to the newspaper 
office to horsewhip the editor has no counterpart in Cleveland. 

Instead, the people of this flourishing metropolis like their news- 
papers. Particularly do they like the faithfulness with which they 
report the news, take leadership in civic affairs, and yet are never 
too busy to lend such personal help as that offered by the Press 
Service Center. 

As applied to the Press, a word has sprung up which pretty well 
sums up the confidence and high regard of readers. That word is 


Presstige, which means power to do good, power to move goods. 


Because Clevelanders are saying “thank you” with subscrip- 
tions, the Press now has the largest circulation in its history. 
Two thirds of this circulation is home delivered. And all of it 
is ready to support any worth-while idea, product or service. 


Cleveland Press 


1S A NEWSPAPER MARKET" 
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ADVERTISING AGE 


Tribune’s percentage of lead over the next paper stepped 


up from 161% in 1941 to a lead of 181% in 1942... 
A NEW ALL-TIME HIGH! 


Department stores in 1942 placed in the Tribune 52.0% of their 
total expenditures for advertising in Chicago newspapers. 


a ae 3 


se ta 5 


This was more than they placed in all other Chicago newspapers 


combined. 


The Tribune’s percentage of lead over the next Chicago news- 
paper in expenditures from department stores was boosted from 
161% in 1941 to a lead of 181% in 1942—the highest percentage 
of lead during any year in history. 


F you had to get a million dollars’ worth of sales out 

of Chicago every business day, how would you ad- 
vertise? 

This is the problem facing Chicago department 
stores. How they solve it is shown in the chart at right. 

These stores spend more of their advertising dollars 
where they get more for their money. The Tribune is 
able to give department stores more for their money 
because it gives readers more for theirs. 

Every day of the week, the product delivered by the 
Tribune attracts a circulation which exceeds tht of 
other Chicago newspapers not by thousands, not by 
tens of thousands, but by the hundreds 
of thousands. 

This plurality is rolled up, day after 
day, by individual readers exercising their 
own free choice of five different Chicago 
newspapers. Each day they decide which 


of these newspapers best serves their needs, desires 
and interests. 

The verdict of these big stores which sell to every- 
body makes plain that the editorial qualities which 
build deepest interest among readers produce the best 
results for advertisers. 

If you have a product, service or idea to get across 
to the people of Chicago, build your advertising pro- 
gram around the Tribune—the newspaper which Chi- 
cago follows with greatest interest and confidence. 
Rates per 100,000 circulation are among the lowest in 
America. 


Qe Chicags Tribune 


THE WORLD'S GREATEST NEWSPAPER 


January average net paid totai circulation: Daily, Over 955,000 
—Sunday, Over 1,200,000 
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IADVEATTOING DOLLARS 
NEMOFAPEHS GOMBINED) 


| PERCENTAGE OF ADVERTISING EXPENDITURES PLACED BY CHICAGO 


DEPARTMENT STORES IN EACH CHICAGO NEWSPAPER IN 1942 
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Division Appoints Muller | 

Henry J. Muller, formerly assist- | 
ant to the vice-president, has been | 
appointed general sales manager of | 
the White Star-Ohio division of | 
Socony-Vacuum Oil Company, with | 
headquarters in Detroit. 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popula- 
tion. 


“Independent Survey of Providence Bulletin 


JULIUS MATHEWS SPECIAL AGENCY 
” Hew You Bester 


Admen Urged fo 
Show Safe Attire 
for Women Workers 


Can Include Glamor 
and Safety Standard, 
Council Claims 


By JOHN B. MILLER 


| Chicago, March 4.—Advertisers 
and agencies were offered check 
lists and competent advice this week 
on incorporating safety standards— 
as well as glamor—in illustrations 
of women engaged in war work. 
The steadily-mounting number of 
women in industry and the desire 
of many companies to picture them 
at their jobs have raised new prob- 
lems. Illustrators and cameramen 
| naturally want to present these war 
workers in the most alluring cos- 
tumes and settings possible. But 
safety engineers protest that some 
current advertising inspires bad 
safety practices with pictures and 
|drawings which dangle beautiful 
| but dangerously-clothed girls before 
| the eyes of envious women workers. 
| Somewhere betweer. the views of 
‘realism and romance, the National 


SAFE ATTIRE 


| 
| 
| 
| 


These two girls are dressed either for 

general industrial shop jobs or for ma- 

chine operation, with their short sleeves 

and safety goggles. Advertising can suc- 

cessfully employ such illustrations, and 

help prevent industrial accidents, experts 
contend. 


. 


Safety Council believes, an effective 
compromise can be reached which 


business placed 
throughout the 


recent High-Spot 


sales increase. 


According to a recent survey of national 


Sales Management's most 
shows Chattanooga lead- 


ing all Tennessee cities in 
Employ- 


THE TIME BUYERS’ 


in Chattanooga, Time Buyers 
nation have registered their 


overwhelming preference for WDOD over 
all other Chattanooga radio stations. 


ment in manufacturing in- 
dustries in August, 1942, 
was 35.3 per cent above 
the 1939 average. 


STATION 


survey 


— ss ae 


| 


| 


| 
} 


| 


safety-at-work program recently by 


will provide advertisers with just as 
attractive copy and pictures as ever 
and yet depict the protective cloth- 
ing which women must wear around 
machinery, on general shop jobs, 
and at tasks which involve special 
hazards. 


No “Dictation” 


The council has received reports 
from industrial safety men that ad 
layouts which suggest that this or 
that debutante or glamor girl doesn’t 
have to conform to safety rules 
while operating her lathe or punch 
press are having a disrupting effect 
upon the safety supervision of mil- 
lions of women workers who are | 
getting their first introduction to ac- | 
tual factory methods. 

The council doesn’t presume to | 
dictate safety rules—or copy themes | 
—-to manufacturers and advertisers. 
It simply is convinced that copy and | 
pictures can be attractive, glamor- 
ous, carry a full sales punch, and 
still not conflict with minimum 
safety standards. 

The council is in the midst of a| 
nationwide “Save Manpower for | 
Warpower” campaign, undertaken 
at the specific direction of President | 
Roosevelt and enthusiastically sup- | 
ported by industry, through the War | 
Production Fund to Conserve Man-| 
power (AA, Dec. 7, 1942). Impor-| 
tance of reducing the accident toll | 
among women workers, as well as 
men, is emphasized by estimates of 
the number who will enter the na- 
tion’s factories this year. Women in 
industry numbered 15,000,000 last 
June and by June of this year, 
according to the War Manpower | 
Commission, the total will be near | 
20,000,000. 

Typical of protests against offend- 
ing illustrations is a recent com- 
munication from the safety engineer 
of a Wisconsin insurance company 
who cited the copy of three adver- 
tisers in a single issue of a wo- 
man’s magazine. 


Arouses Resentment 


One pictures a young woman 
learning how to drill holes in metal 
castings, with her uncovered hair 
too close to the revolving spindle. | 
Seen by thousands of women work- | 
ers, this copy might inspire many 
to observe: “If she can operate a 
drill press without hair protection, | 
so can I.” 

The second advertisement, which 


| also advertises a beauty preparation, 


shows a young lady with wide rolled 
cuffs on her slacks which are not 
only useless but, from the safety 
standpoint, of potential danger 
around machinery. The third piece 


|of copy pictures a woman operating 


a turret lathe without adequate 
protection for her curly locks. 
Veronica Lake gave a boost to the 


pinning her blonde hair up out of 
her left eye for the duration. The 
council, delighted, invited her to go | 
a step farther and don a complete | 
worker’s outfit to show that style 
and safety can be combined in 
working clothes. 


March § 943 


SMARTLY-STYLED 


De a 


A woman's welder's outfit can be attrac- 


tively illustrated, the National Safety 
Council believes, submitting this photo- 
graph as proof. The young woman is 
clothed in a full complement of protec- 
tive apparel for her war job. 


Safety engineers in general wel- 
come, rather than oppose, style in 
work garments, according to J. M 
Roche, industrial safety engineer for 
the council, who has been loaned to 
the U. S. Maritime Commission as 
its chief safety consultant. 

“Obviously, the first requirement 
must be that the garments be strong 


/and well made for the particular 


jobs on which they are to be worn,” 
he said. “Glamor is a secondary 
consideration. However, in terms 
of morale, attitude and sustaining 
a woman’s interest in her war job, 
it is important to design garments 
that are just as attractive as possi- 
ble. Manufacturers have already 
demonstrated convincingly that a 
variety of styling, color and mate- 
rial can be incorporated into work 
garments for women without sac- 
rificing a bit of utility or safety.” 
List Points 

Since it is likely that advertisers 
will turn to even more pictures of 
women workers instead of peace- 
time debutantes, the council sug- 
gests this simple check list of points 
covering work clothing for women 
actually engaged in operating ma- 


Favorite Magazine 


aper shortages bring in- 
creased value to True Story’s 


record “pass-along”. Now, 


True Story* 


goes back 
10 15° 


*For 23 Years the Wage Earners’ 
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or working around moving 


ine vs 


pi ot | bandana to specially-de- 
one caps and hats into which 
~anuacturers are incorporating aj 
maximum of style and fashion. 
“9. No necklaces, beads, bracelets, 
rings watches or any other jewelry 
-hould be worn on the job. | 
“3 Frilly, ruffled collars are out. 
4. Short sleeves, elbow length or 
highs and preferably  cuffless, 
be worn. 


5. There should Le no pockets | 
upper part of the work uni-| 
nor belt with jacket or blouse. | 
Garments should not fit “like | 
per on the wall,” but should 
sonably close-fitting. 
7. Floppy cuffs and turned-up 
gs are banned, and trousers | 
i be reasonably narrow. 
8. Low-heeled shoes are a 
“must.” No house slippers, sandals 


or open-toe shoes, 


9. Safety glass goggles or face) 
shields must be worn where there | 
is danger of flying particles or'| 
splashing of chemicals. 

10. The one-piece slack suit 


should be designed with a drop seat. 
Other Lists Offered 


For general shop jobs that do not 
involve machinery or power tools, 
a less stringent list of suggestions 
is made and the council has also 
outlined safety needs for jobs that 
require special clothing, such as 
welding, riveting, acid handling, 
heat treating, etc. The council, with 
headquarters at 20 N. Wacker Dr., 
has printed a number of publica- 
tions on such topics as “Safety Fash- 
ions for Women in Industry” and 
agencies may obtain copies. It also | 
will cooperate without charge, with | 
advertisers or agencies on any spe- 
cial problems of women’s work at- | 
tire or any other copy theme that | 
might involve safe practices in any | 
phase of industrial procedures. 

Sweater girls, apart from the dis- | 
tractions they cause among co- | 
workers in some plants, have stirred 
up a particular controversy among 
industrial production and _ safety | 
men. Sweater fuzz attracts static 

ty and ignites easily, they 


DAY & NIGHT 


600 KC 
| The Only Columbia 
Station in Maryland 
Paul H. Raymer Co. 
Repretentalie 


say. If caught in machinery, it 


;may not tear or rip as easily as 


other fabrics, another hazard to the 
wearer. Some women have pro- 
tested that if sweaters are unsafe 
garments, men shouldn’t be allowed 
to wear them either. The council, 
with many industrial plants which 
back up its stand, believes the fac- 
tory taboo should be extended to 
sweater men, too. 


KDKA Discontinues 
24-Hour Service 


Federal authorities have given 


Station KDKA, Pittsburgh, permis- | 


sion to discontinue its all-night 
operation after March 6, and the 
station has returned to its 1 a. m. 


signoff, resuming daily broadcasts | 


at 6 a. m. 

KDKA, which was selected sev- 
eral months ago by the Army and 
FCC to provide 24-hour service in 
western Pennsylvania, will be pre- 
pared to return to the air during its 
silent period within 90 seconds. 


Igleheart Is Chairman 


Edgar A. Igleheart, president of | 


Igleheart Bros., General Foods sub- 
sidiary, Evansville, Ind., has been 


| elected chairman of the board. Earl 


J. Heseman, recently eastern sales 
manager for General Foods, has 
been elected to succeed Mr. Igle- 
heart as president of the Igleheart 
company. 
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Pond to Launch 


New Campaign for 
Keepsake Rings 


Syracuse, N. Y., March 3.—The 
A. H. Pond Company will step up 
its advertising program next month, 
featuring three full-page, full-color 
insertions in 18 national magazines. 
An extensive list of business papers 
| is also being prepared. 

Copy will play up Keepsake dia- 
mond rings with an offer of two 
booklets, “The Etiquette of the En- 
gagement and Wedding,” and its 
supplement, “Wartime Engagements 
and Weddings.” 

Interchangeable window displays 
emphasizing the military theme, re- 
| productions of one of the advertise- 


ments, anniversary rings and free| 


Flag Cover Idea 


copies of the booklets will reinforce 
the drive. Car cards, folders, tran- 
scribed five-minute radio programs 
and one-minute dramatized an- 
nouncements wiil also be used. 

| The general magazine list includes 
|Charm, Esquire, Glamour, Good 
Housekeeping, Hollywood, Life, 
| Mademoiselle, Motion Picture, Movie 
| Show, Movie Story, 

| Movie Mirror, Romantic 
|Sereen Guide, Screenland, Silver 
| Screen, Stardom, Time and True 
Confessions. 

| Flack Advertising Agency handles 
ithe account. 


‘Montgomery Ward Copy Form Kentucky Net 


Photoplay- | 
Story, | 


Assails WLB Order 


Continuing its opposition to what 
it calls a form of closed shop, Mont- 
gomery Ward & Co., Chicago, repro- 
duced in large-space advertisements 
in an extensive list of newspapers 
last week its latest statement to the 
National War Labor Board stating 
objections to a proposed order 
against Ward stores in Denver, De- 
troit and New York. 

The copy lists nine reasons why 
Montgomery Ward opposes. the 
order and states that the mail order 
house will “reject any proposals 
which require it to enter into con- 
tracts which it believes to be illegal, 
or to surrender principles which it 
considers to be fundamental.” 


Treasury Takes Up 


The Treasury Department has 


asked all magazines to again carry | 
the American flag on July covers to | 


help in the sale of war bonds and 
stamps during that month. Retail 


stores, banks and untilities are also | 


being asked to tie in by arranging 
window displays during the first 
week of July. 

Paul MacNamara, editorial pro- 
motion director of Hearst Maga- 
zines, originator of the idea last 


/year, when more than 100,000,000 


July covers carried the flag, will act 
as chairman of the 1943 drive. 


The Kentucky Group, a spot net- 
work offering coverage of seven 
Kentucky markets to national ad- 
vertisers at a group rate, has been 
organized by WLBJ, Bowling Green; 
WHLN, Harlan; WSON, Henderson; 
WHOP, Hopkinsville; WGRC, Louis- 
vile; WOMI, Owensboro; and 
WPAD, Paducah. Burn-Smith Com- 
pany will represent the group na- 
tionally. 


‘Herald’ Increases Price 


The Herald, New Britain, Conn., 
has raised its price from three to 
four cents daily. Curtailment of 
newsprint, the greatest circulation 
in its history, less advertising reve- 
nue and increasing publishing costs 
were cited as reasons for the in- 
crease. 


Lochridge Joins KMOX 

Ben S. Lochridge, former western 
advertising manager of Young 
America, has joined the sales staff 
of KMOX, St. Louis. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing—Mimeographing 
THE LETTER SHOP, Inc. 


431 S. Dearborn &t., Chicago Wab. 8655 


The Stuff Victory is Made of... 


® Greatest praise is d 
for their valor so well proved in battle on 


land, sea and in the 


tion to win is echoed in the breast of 
every freedom-loving American. 

No sacrifice by individuals or corpora- 
tions or industries is too great a price to 
pay for the material support our armed 
forces must have to win this war. Hardly 
an industry in the land is not dedicating 
its all to this purpose. Included is the pulp 


and paper industry 


are being used enormously for vital mili- 


tary needs. 


As a result of military necessity, the 
Government has issued a directive defi- 
nitely curtailing paper production. This 


KIMBERLY-CLARK CORPORATION - NEENAH, WIS. 


NEW YORK 


122 Last 42nd Street . 


ue our fighting men 


air. Their determina- 


whose products now 


every 


and paper products. Users of all grades 
of printing paper are cooperating in this 
emergency. Some publications are now 


recognized and practiced. 


individual, 


creates a need for conservation of paper 


issued in a restricted number of pages, 
others in a reduced page size. Advertisers 
are saving paper by producing printed 


It is by concerted, wholehearted coop- 
eration of every industry, every firm and 


that America demon- 


strates its will to win this war! This is the 
spirit that surely will speed our victory 
and a return to a better way of life. 


Manufacturers of Printing Papers Since 1872 


CHICAGO: 8 South Michigan Avenue , 


Levelcoal 


PRINTING PAPERS 


pieces cut from standard size sheets. All Par Highest-Quelity Printing 
along the production line in the printing * 
‘ ; imtfect 
trade, the need for conserving paper is 
Companion to Trufect ot 
lower cost 


Multifecr 


For volume printing at 


@ price 


A 
w 


* TRADE MARK 


- 
> ae 


LOS ANGELES: $10 West Gth Street 
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Survey Discloses 
Variety of Beliefs 
on Space Rationing 


(Continued from Page 1) 


favoring two pages over a single 
page. 


Favor Front Page Copy 


By a two to one margin, adver-| 


tisers favor opening front covers to 
advertising in order to create addi- 
tional space; agencies are four to 
one in favor of this step; and pub- 
lishers oppose it, 1% to one. 


a means of making more advertis- 
ing pages available from the same 
amount of pages, 
favored by advertisers two to one, 
by agencies three to one, and by 
publishers 1% to one. Advertisers | 
and agencies selected sizes from 


BIG NEWS! 


In the Wood Products 
ry eee 


431 S. Dearborn St., Chicago, lil 


Reduction of the type page size as | 


if necessary, is | 


4%, x 54% to 5% x 8%; while those 
publishers who expressed opinions 
on this question favored something 
around 6x9 if a reduction in size 
becomes advisable. 


|of advertising copy to war effort, 


Reducing circulation as a means! 


of making more pages 
would be favored by 
1% to one; by agencies two to one; 
and only by a slight margin by pub- 
lishers. Both advertisers and agen- 


cies advocate elimination of fringe | 


circulation, limiting number of 
copies going into any one plant to 
two or three and promoting quick 
| pass-on, eliminating free copies, and 
discontinuance of pressure for new 
subscriptions and renewals. Pub- 
lishers indicate a willingness to cur- 
| tail complimentary copies, news- 
| stand and foreign circulation, and 
bulk sales. 


Basis for Rationing Space 


In considering what basis would 
be most fair for publishers to ration 
advertising space in business papers 


available | 
advertisers, | 


first; amount of space used in 1942, 
second; essentiality of advertiser’s 
production to war, third; usefulness | 


fourth; and continuity of use of 
publication, fifth. 

Publishers also feel that the 
length of time an advertiser has | 
used the publication should be the | 
first consideration in rationing | 
space; followed by continuity of | 


|'use of publication, second; amount | 


| survey further indicate how far ad- 


| 


,| power and raw materials. 


advertisers gave first choice to use-| 


fulness of advertising copy to war 
effort, in indicating their rank in 
order’ of preference of five points. 
The others were: Essentiality of 
|advertiser’s production to war, sec- 
| ond: length of time advertiser has 
'used publication, third; amount of 
space used in 1942, fourth; and con- 
tinuity of use of publication, fifth. 
Agencies indicated their prefer-| 
ence as follows: Length of time 
advertiser has 


lisherg agree that 


used publication, | Nearly 50% of the advertisers, how- 


of space used in 1942, third; useful- 
ness of advertising copy to war 
effort, fourth; and essentiality of 
advertiser’s production to war, fifth. 


Other Measures Urged 


| 

Answers to other questions in the | 
vertisers and agencies are willing to} 
go along with publishers in an effort 
to make as much advertising space | 
available as possible under paper 
restrictions, and to conserve man- | 


There is overwhelming agreement 
on the elimination of bleed pages, 
which is also favored by the pub- 
lishers by nearly three to one. 
There also is nearly unanimous 
agreement on the elimination of in- 
serts if it would help save man- 
power and raw materials. 

Advertisers, agencies, and pub- 
if limiting the 
number of colors in advertising will 
help, the number should be two. 


Don’t Miss 
the BIG 
April Issue 


|ever, would be willing to get along 
| with only one color. 


—— 


ADVERTISING VOLUME FOR FEBRUARY ISSUES OF 
INDUSTRIAL, TRADE, AND CLASS PAPERS 
From "Industrial Marketing,"’ March, 1943 


Unless otherwise noted, all publications oe 
are monthlies and have standard 7x10-inch 1943 - tan 
type pages. Petroleum Ketiner ; ~ 

Pages ~ & Quarry...... 5) 

1943 1942 DWOT ccvccccsvcces 2 ‘ 

Industrial Group Power Plant Engineering. . , 
a ee eee 274 168 | Practical Builder (10'%x1 5). 13 
Air Conditioning & Refrigera- Printing ......-.0eceeeeeseees 44 

tion News (w) (11%x16)... 19 16 | Product Engineering pie asd h & 21) 130 
American Aviation (bi-w) pee ee Finishing (4%2x6%) ‘ 34 

lagen Sarees 75 s7| Purchasing ......-..-.-++.+5. lt 13) 
American Builder & Building pe hoa a Ned ).. et ees seve 15 144 

BD. Foster sigsererebinesss 45 79 | Railway Purchases & : Bs. 33 
The American City (9%x14).. 54 57 | Roads & SUCCES. 0.6 eeecene 60 
American Machinist (bi-w).... 440 351 | Rock I roduc TS nese eens . 3 
Architectural Forum ......... 62 78 a Power & Industry. . l mT 
Architectural Record ........ 55 19 WOT CW) wwe eer cce crn cesenens 3% 256 
Automotive & Aviation Indus- Supervision ......... 1] 

EY, ce Fis Genss acs a's 175 «1 ts ma aeanend ged vs 3 30 
Se ee 1380 235 elephony (W) .....+. & &} 
Bakers’ Helper (e.0.w.) Ise i100 | Textile World cae kind see id $1 13s 
Brick and Clay Record..... "15 21 Mee : + Journal (4%x7%). 14 7 
Bus Transportation .......... 66 57 | SOOk Engineer .....+-++++++--. i 120 
Ceramic Industry ............ *26 *49| Water Works Engineering 
| Chemical & Engineering News 47 32 (bi-w) er tetteees ee eeeeereces ‘ 2 
Chemical Industries .......... *R4 *g2 | Water Works & Sewerage.... 3s 36 
Chemical & Metallurgical En- Welding Engineer ..... sreeees if 35 

oe ganar a enn ennae 2438 197 | Western Construction News... 7 60 
Civil Engineering .......... 24 29 | Wood Worker ......... ree 44 
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opposite viewpoint by just the same 
|ratio because they believe the sav- 
Advertisers and agencies would| ing would be negligible. 

be willing to get along with cov ers | Another difference in viewpoint is 
on business papers of the same stock|expressed on the question of 
as used inside, by a two to one! whether advertising contracts should 


ratio, but publishers are of the | be made non-cancelable, the thought 
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PRODUCT INFORMATION IS |= 
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$79 to $85 a month to place a % 
factual advertisement for your ° 
product before more than 52,- aaa 
000 active plant operating men es 
in the larger plants in all indus- 3 
tries .. . when and where they =r 
now look for their current oper- re 
ating requirements. Details? A 
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nen ane ene —— 
this being that advertisers who | ject of extended conversations be- “Newsprint is one of the few ° . ’ 

ta been Swepehed space should OPA, Canada Okay if.2 the price regulating boards| major commodities which has not To 'N. Y. Herald Tribune’ 
pave poem the schedule set-up = I ‘of the two governments, and the| increased in price since the war| Charles C. Palmer, formerly with 
Pic eliminated others who wished Price ncrease OPA announcement notes that it| broke out in 1939,” Mr. Brown said. the New York Times, has joined 
be pos Advertisers said no by three ‘ “does not fully reflect the increased|“Ever since that time, and even) the national advertising staff of the 
- agencies by nearly two to for Newsprint costs of the Canadian industry,” and| more in the past year, newsprint); New York Herald Tribune. 
= at publishers said yes by bet- |reveals that the $4 figure is “sub-/| transportation costs and production gig ea 
one von three to one. Advertisers| Washington, D. C., March 3.—The | stantially smaller than has been re-| costs have risen sharply, with the United Steel Names Walsh 
ee -| first increase in the price of news- ted by the Canadi -!| result th ] ; t of th é 
and agencies suggested that publish bec y the Canadian govern-| result that a large segment o €| United Steel C ati Ltd., 
= —oyuld accept “stand by” adver-| print in five years was authorized | ment.” |industry is losing money on every T a ts Seo 
oi to run if and when space| this week by the Office of Price Ad-| The increase, therefore, will not|ton of newsprint delivered, while | vertias 4. re omg ene Ad- 
bece e available due to cancela-| ministration, acting jointly with the | | prejudice “further review of the| the profits of those companies which | ain te a oronto, to 
‘ns or When advertisers failed to| Canadian Wartime Price and Trade | price situation . . . between the two| are still operating in the black are | a or 
on oy in by closing date. Board. , | agencies at a subsequent date.” | shrinking rapidly.” 
Or the latter point, advertisers, The increase, $4 per ton, 2PPlying/ Must Meet Rising Costs _-—=»‘ncreased After Careful Study | EMPLOYEE 
, i 
te | be willing to have publishers! producers, became effective March; Prentiss M. Brown, OPA chief, The decision to increase the price | IDENTIFICATION BADGES 
repe their last advertisement if| 1, and brings the new “port” ceiling | | noted that the advance is necessary | of newsprint was reached only after TRANSPARENT IDENTIFICATION 
ew copy was not in on time. Agen-| price to $54 per ton, with zone prices | because the newsprint industry can | careful study, he said, and “no other CARD CASES 

| ae al -9 voted that way but by half | adjusted accordingly. 'no longer absorb advancing costs.| course is possible without seriously | Write for Catalog 
ro tio. Publishers favored the The four dollar increase may not) Nine of the 13 American newsprint | impairing the operations of an im- ST. LOUIS BUTTON COMPANY 
dea by 15 to one. Commenting on wholly satisfy Canadian producers.| makers are operating at a loss, he| portant industry and jeopardizing | ss 


Manufacturers 


this point, some advertisers said it|The price increase has been the sub- | said. 415 LUCAS AVE. ST. LOUIS, MO. 


not be practicable because 
plates are returned to them | 
diately after publication and 


'the supply of newsprint.” 


wou 
the! 


] imme ' . 
| the publication should give their | ee’ ee RN Recs ee 
space to a “stand by” if their copy | (J : Te tee nar Vad ae Bees 2 


ras late. 

: Advertisers are willing, however, 
to give publishers of weeklies a lee- 
way of one or two issues in inserting | 
their advertisements in order to help | 
them meet tight situations. There 
was but slight difference on this! 

point among publishers. 


‘THIS “GUIDE” IS HELPING 
— THOUSANDS OF ADVERTISING 
_ February Issues | MEN DO THESE 6 THINGS: 


| Show Good Gains | Kn 


4 eee 


’ Chicago, March 3.—More than | 


doubling the gains scored in Janu- : : es 
: -y issues, advertising linage ; 1 Explain war-time advertising to 


ary in 
: company heads. 


Business Paper 


ob eds ls Sa he. sas. 


in aa os 


wh wane nasil 


war-timecustomer-relations problems. 


business pé “Ss ‘ -| 
; sae eed 16.48% pa pores ts ine! . oa 5 Demonstrate the need for current 
' like issues of 1942. Linage for the 2 Show how war-time advertising field work, upon which war-time ad- f ; 
9 first two months of the year is| conserves manpower. vertising must be based to be most | “i Of 0... vd 
j 12.34% ahead of the previous year, | fruitful. ee > : 


3 Establish the importance of good 


advertising men today. 


, iccording to reports of 145 publi- | 
0 cations compiled by Industrial Mar- | 
5 keting and shown in the tabulation | 
" on Page 22. , , ors are USI er- 
February issues of 101 industrial | 4 Show how others we using adver 
papers reported a gain of 19.94% | tising to help solve a wide variety of 
over the previous year, and for the 
f two months are 15.6% ahead. The 
of 29 trade publications, im- 
8 proving its position over January 
. when a loss was recorded, was 
0.93% ahead of February, 1942, 
: issues. For the first two months of 
the year these papers are just a 
fraction below the total for 1941. 
Fifteen papers in the class group 
carried 8.37% more linage in Feb- 
A ruary issues, compared with a year 
- ago, and for the two-month period 


: are 4.5% ahead. 
: REMEMBER THESE? 


; Moves Toronto Office 


The Hutchins Advertising Com- 
- pany of Canada Ltd. has moved its 


6 Explain who reads business 
papers, and why; and what those 
fundamentals mean to business paper 
advertisers. 


AD MEN, SALES EXECUTIVES, 
CALL THE “GUIDE” 


OWNERS MAKE FULL USE OF IT | A “THINK-STARTER” 


out of each five use it to help solve up 
to 6 important problems! 

Perhaps you can profit by re-reading 
it. No? Just check your recollection of | 
its contents against the samples listed . 
below. (We were surprised, too!) 


BUT ONLY 2 OUT OF 5 “GUIDE” 
According to the sample interviewed in The whole answer for you prob- 
ably will not be found in the 
"Guide". But if your problem is 
at all related to any of the topics 
discussed and demonstrated in 
the "Guide", the chances are it 
will serve as a valuable "think- 
starter" that will help put you on 
the trail of a satisfactory solution. 


a recent coast-to-coast investigation, only 
about 2,300 of the 5,650 advertising 
“Guide” 
using it for more than 1 purpose. Two 


men who have sent for the are 


Here are a few of the many useful topics in the “Guide” and its three Supplements: 


a Toronto office from 330 Bay St. to How to make advertising se// . . . with no _— to sell . PAGES 178-9 At the very least, the "Guide" 

- 1244 Dufferin St. How to spike a false rumor gers $a or - . 186-7 can help you get across to Man- : 
s How to persuade distributors to do some inconvenient things . oe at ecco agement a clear picture of the : 4 
Qf ———— on How to sell the ingenuity of your company — oe 188-9 many things advertising can do i ; 
: | How to do field work that produces the most effective copy material . 194-5 to help solve war-time customer- i 

" | How to get started converting to war-useful advertising 85-6 relations problems, help speed ; 


How to make “Centennial-Minded” executives enthusiastic over war-useful war production, help meet man- 


YES, 


advertising os aa Cae power shortages, and help build [ 4 
WE | How to produce magible evidence that y your war-time nile ertising is worth- f a sound foundation for future : | 
while . 30-31; 36-37. ff business. ; 


How to advertise NOW ra POST. WAR ee 


| Who reads business papers, and why ? 
| and Treasurers ) 


How to make full use of the advertising man’s skill 


= 
Sea E 


58 to 63, 159, 191 
(A — for educating Auditors 

° 7,8,9,10 
18-19 


HAVE 


NO | 
BANDANA (Ky-) 


Bandana in cor | 


If you have not as yet received 
your copy of the "Guide" and 
its three Supplements, the cou- 
pon below will facilitate your 
order. It's free. 


TWO MORE “WAR ALBUMS” 


] AN ADVERTISING MANAGER’S OWN 
“WAR ALBUM” 


“We No Longer Need To Advertise . . .” 


Oh, there’s 4 


t" cky all right — No LONGER 


NEED TO 


southwest O° 7 * there may a, A good answer to the question: “Why ad- 

1 ough the joows, ea eit By fem >a “a vertise when there's nothing to sell al 
> in o¢ e! wit 

1 claiming Bandane Core er! @ SPECIAL REPORT TO CONSUMER- ALL 3 ARE FREE...WHILE THEY LAST! ‘ie 

it, GOODS MANUFACTURERS | 


wwevah, suh, 


Nor charginé on AVE does give | 


“How You Can Help Your Retailers Solve THE ASSOCIATED BUSINESS PAPERS 


bh) anket coverage rd which has Their War-Time Problems!” This A.B.P. Room 2410, 369 Lexington Avenue, New York City | 
re — 5le > r. P , ° ° 

ie Trading * power than study shows, by example, how consumer Please send me, without obligation, my free copies of the 

50% more buying mbined! “agper manutacturers are helping themselves apt ahagistiy ‘ 

. a af Kentuc y co i want, y helping their retailers. A.B.P. I AR ALBU MS che ked belou ‘ 

r o 
market y t 

that’s the est cos 


it at low 1 An Advertising 


| Manager’s Own 


2 Special Report to 
Consumer - Goods 


3 A Guide to 


\VE delivers Effective War-Time 


y us and see! ik a on “War Album.” Manufacturers. Advertising.’ 
LoursviLLe’ , THE ASSOCIATED BUSINESS PAPERS iia 
Dont dee association of business publica- 7 COMPANY 
AG Widiad sc naricing tot OE @ . 
to their subscribers and one advertis- NY POSITION 
gong WATTS... STOKE _* cee “Ane STREET CITY & STATE 
FREE & PETERS, IN, 
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Rationing to Cause 46% | 
Drop in Canned Goods Use 


Upper Level Families 
to Be Hit Hardest, 
Crossley Study Shows 


[This is the eleventh of a series| 
of reports, appearing exclusively in 
ADVERTISING AGE, highlighting the 
findings of the True Story-Crossley | 
Continuing Consumption Index 
which is an actual measurement of | 
consumption of food, kitchen and 
bathroom products in a scientifically | 
designated cross-section of urban | 
families. It is neither an opinion nor | 
recall check nor an inventory. Fig-| 
ures are based on weekly collections | 
of labels, containers and wrappers 
direct from the selected homes. 

In this article, a special compila- 
tion has been made for ADVERTISING 
AGE showing the effects of canned 
and frozen foods rationing on family 
consumption. The analysis is by 
Everett R. Smith, research director 
for Macfadden Publications. 


a a a a i a ae ae 


26 successful years P 
under the editorship * 
of Merle Thorpe... 


CHOOSE THE 
LEADER IN 
THE BUSINESS 


+ + + t+ HH H 


For an equally interesting analy- 
sis of coffee and tea sales, with par- 
ticular emphasis on the effects wpon 
various brands, see the article by 
Arno H. Johnson on Pagel4 of this 
issue. ] 


By EVERETT R. SMITH 


Under point rationing, as it is now 
set up, the average urban family 


|is going to get about 46% less per 


month in volume of canned and 
frozen foods than the amount they 
consumed in 1942 under normal 
conditions. These figures are based 
upon a special tabulation and an- 
alysis from the True Story-Crossley 
Continuing Consumption Index, cov- 
ering the commodities of canned 
and frozen foods which are sched- 
uled for present point rationing, and 
comparing normal consumption in 
1942 with the new ration schedule. 
This conclusion checks very 
closely with the estimate made by 
Prentiss Brown, director of the Of- 
fice of Price Administration, who 
stated that the new rationing sched- 
ule would result in a curtailment in 
consumption of approximately 50%. 
It is of course impossible to esti- 
mate accurately the individual con- 
sumption under the rationing pro- 
gram because that will vary accord- 
ing to the particular type of food 
selected. Because of this variation, 
estimates of all sorts have been 
made. Some of these estimates 
would indicate that the number of 
pounds consumed under the ration 
program will be little if any less 
than the number under normal con- 
sumption among the lower level 
group. Such estimates, however, 
overlook the fact that most of the 
lower level group today have ample 
money with which to buy better 


“HOW'S YER PERSPECTIVE OF RED RIVER 
VALLEY SALES POSSIBILITIES? FER THE 
RIGHT SLANTON THIS HALF-BILLION DOLLAR 
MARKET, GIT IN TOUCH WITH WDAY!” 


My 


RGO,N.D.-~5000 WATTS-~N.B.C. AND BLUE 
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“ “ FREE & PETERS, NAT'L REPRESENTATIVES 


tive 


March 8 


kinds and qualities of rationed foods 
as far as the new “ration money” 
permits. Selection will also be af- 
fected, perhaps, by the effort being 
made to urge housewives to direct 
their expenditures to those types of 
food which will supply the greater How It Works on Units 

nutritional values. The estimated| The three standard of living levels 
figures for ration consumption used | are not necessarily representative of 
here are probably the most definite| current income. The levels are 
which can as yet be made. | based upon basic living standards, 


Differences by Income Levels and are more closely related to 


rental values and rental areas. 

The different levels of the public Since rationing is set up on a 
will be diversely affected, since the | point system which is related to vol- 
new “ration money” completely| ume, the comparison in pounds is 
levels off differences in purchasing| the most accurate indication of the 
power above a very low minimum. | restriction which now exists. How- 
While the over-all average cut is| ever, it has also been estimated by 
46%, people in the upper living! the OPA that the monthly allowance 
level will be cut down 53.5% from | per individual will be approximately 
last year, and those in the middle 


(2% cans or units of canned and 
level 49.3% less, while to the people| frozen foods. Chart B shows the 
in the lower living level the reduc- 


record of actual consumption per in- 
tion will be only 37.2%. dividual per month as against the 
The volume consumption may be 


ration allowance, in terms of units. 
affected also by the degree to which| On this basis, the reduction in units 
consumers turn to dehydrated and| will be 44.5% over-all. In the case 
dried fruits and vegetables. Under 


of the upper level it will be 50.5%, 
normal consumption as recorded in'the middle level 46.8% and the 


medium size and larger. This would 
represent perhaps 40% of the fami- 
lies of the United States and a 
larger proportion of the consump- 
tion of these commodities. 


—" 


,and frozen foods that are 

|to them under the rationi; 
gram. In the case of on 
smallest proportion of the ;{ 
is it true that they would n, 
enough money to buy th 
quality within the quantity 
tions permitted. Conversely, 
lies with the largest incom« 
have perhaps been the larger 
of some types of quality p: 
are definitely restricted in th, 
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Rationed Foods 


CONSUMPTION RECORD - RESTRICTED FOODS 
(CANNED AND FROZEN FOODS) 


(9 Cities - 8 Weeks) 


Total Pounds 
Restricted Foods 
Consumed 


Consuseotion Allowance 


1000 


4.37 Fasilies 
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Average Poords Of 
Restricted Foods Consused 


(8 Week Period) 
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the True Story survey last year, the| lower level 37.1%. For quick com- 
amount of dried and dehydrated) parison, the table of percentage re- 
foods was relatively small and) duction in terms of both pounds and 
would not have affected extensively | units is presented as follows: 
the average volume of consumption| REDUCTION UNDER RATIONING 
per individual. (from normal consumption) 
This True Story-Crossley study | a Pounds Units 
covered actual consumption over an/| All Families 46.0% 44.5% 
eight-week period in 940 represen- | Upper Level 53.5 50.5 
tative families in 9 cities. It, there- | Middle Level ..... 46.8 
fore, covers 7,520 weeks of con-| Lower Level 37.1 
sumption. Since point rationing is| Significant to Marketers 
based upon monthly consumption é 
this data from the Index has been| These figures have an urgent and 
figured out upon the basis of one | definite significance to the producers 
month or 41/3 weeks. The study | of the products involved. Today 
was made during 1942, prior to|there are relatively few families 
searcities and limitations of pur-| Which do not have adequate money 
chases. It, therefore, represents| to buy all of the restricted canned 
fairly normal consumption. Since 


tity which they can now purchase. 

This may mean the flow of qual- 
ity purchases more extensively 
through the middle and into the 
lower groups. At least it suggests 
the cultivation of those groups as 
buyers of the quality products. 

The significance which this con- 
dition may develop for postwar buy- 
ing habits is important. It may well 
mean a completely different mar- 
keting pattern and concept of con- 
sumption for many companies which 
have been producing top quality 
and higher priced canned and frozen 
foods. 

The other side of the pictur: 
the possibility that with the limited 
amount available the buyer may 


it is an actual record of consump- 
tion and not of purchase, it elimi- 
nates distortion due to hoarding, ad- 
vance buying, and the like. The 
figures are, therefore, definitely in- 
dicative of the cut in consumption | 


GIBBONS KNO 


ADVERTISING 


TORONTO MONTREAL, WINNIPEG, 


J. J., GIBBONS LTD. 


WS CANADA 


MERCHANDISING 


REGINA, CALGARY, EDMONTON, VANCOUVER 


which will result from the rationing 
| program. 


| Estimates Available Poundage LL di 
According to the ration program ed in g 
|as set up by the OPA, the monthly 
purchase of these commodities 
allowed per individual will probably 
work out to approximately 2.74 
|pounds. The actual nine-city con- 
sumption from March through Oc- 
tober last year averaged 5.1 pounds. 
This normal consumption varies by 
standard of living levels as follows: 
upper level, 5.88 pounds; middle 
| level, 5.41 pounds; lower level 4.37 
|pounds. The percentages of reduc- 
tions quoted at the beginning of this 
article are the differences between 


Additional 


these individual figures of actual 
consumption and the amount per 
|individual estimated under the 


rationing program. This compari- Other qualification 
son of rationing and normal con- 
sumption is presented in Chart A. 
The three standard of living levels 
(upper, middle, and lower) are rep-| 
resentative of the proportion of such | 
families in each of the nine cities 
studied. Since these nine cities are 
distributed from coast to coast and 
from the Canadian border to the ex- | 
treme south, the data is representa- | 
of the situation in cities of | 


Los Angeles 


Food Distributor Wants 


Grocery Items 


(Or any items saleable through grocery outlets) 
Must be well known and well advertised. This 
concern maintains an aggressive sales staff hav- 
ing direct contact with over 4,000 food outlets 
throughout Californiaand Arizona. Delivery ser- 
vice is complete, warehouse facilities adequate. 


s include selling direct to 


stores, thorough merchandising of every prod- 
uct and handling own credits. 


All replies will be held strictly confidential. 
Address: Box 3997, Advertising Age, Chicago. 
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CANNED JUICES (FRUIT & VEGETABLE) CANNED FRUIT CONSUMPTION RECORD 
Consumption Record Among Families Using Canned Fruit 
(9 Cities - 8 Weeks) (9 Cities - 8 Weeks) 
YowW0s = YW = 
W6éus U6 
Total Using Total Pounds Total Using Total Pounds 
Families Canned Fruit Families Canned Fruit 
& Vegetable Consumed 
Juices Consumed 
400 4000 08 4000 
anilies 3687.9 Pounds Families Pounds 
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use her ration money for whatever | capita basis and so shift tonnage 


brand or quality she may be able to 
get. This again indicates the im- 
portance of maintaining and of 
building consumer demand for qual- 
ity products under the conditions 
which now exist. 

Advertisers and distributors will 
be interested in the chart of total 
consumption in pounds, over the 


UNITS PER INDIVIDUAL (USING FAMILIES) 
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(9 Cities - 8 Weeks) 
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eight-week period, of all these re- 
stricted canned and frozen products | 
combined. These data are given in 
Chart C by the three standard of | 
living levels and for the total. In- 
serted in Chart C is a panel show- 
ing the average consumption of all | 


combined, in pounds per family,|G, H, and K present the same pic-| for froze 


during the eight-w 
major part of the tonnage has come | 
from the middle and lower levels | 
under normal consumption, as Chart | 
C shows. Rationing will level off | 
consumption generally on a per | 


proportionately farther to the mid- 
dle and lower group. 

In the Feb 8 issue of ADVERTISING 
AGE, data and charts on the con- 
sumption of canned vegetables were 
published. Other major commodi- 
ties included in the rationed foods 
are canned fruit juices, canned 
vegetable juices, canned fruits and 
frozen foods. Chart D presents the 
record under normal consumption | 
in 1942 of canned juices (fruit and | 
vegetable) in terms of pounds. This | 
is given by the three standard of 
living levels. Chart E gives similar 
data on canned fruit. 


UNITS PER IMDIVIDUAL (USING FAMILIES) 


Middle Level 


(9 Cities - 8 Weeks) 
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Effect on Frozen Foods 


It is obvious, of course, that the 
consumer can divide her ration 
money as she chooses between the 
various types of products. She may 
buy fruit juices, or canned fruits, or 
she may prefer canned vegetables 
or frozen foods. What her habits 
have been in this direction can be 
seen from a study of the consump- 
tion of these products in the past. | 
Chart F shows a comparison of the! 
units consumed per individual dur-| 
ing the eight-week period, of canned | 
(fruit and vegetable) juices, canned | 
fruits, and canned vegetables. Chart | 


living levels. 

Chart L shows the normal pattern | 
of unit consumption of frozen foods | 
by the three levels. The figures on | 
frozen foods alone, however, should | 


IN THE SOUTH’S 


50,000 WATTS 


THE GREATEST SELLING POWER | 


CBS Affiliate 


Nat'l Representatives: The Katz Agency, Inc. 


| 
| 


GREATEST CITY 


| 


| 


CLEAR CHANNEL 


reported by General Foods. 


‘to trial Mussolini, Tojo, Laval and 


be noted with a realization that the 
proportion of families which con- 
sumed frozen foods during the 
period studied was relatively very 
small in the lower level. The over- 
all average of use of frozen foods 
was 9.8% of all families, which 
compares with figures of approxi- 
mately the same percentage con- 
sumption in the upper level families 


UNITS PER INDIVIDUAL (USING FAMILIES) 
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(9 Citles - 6 Weeks) 
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AVERAGE UNITS OF FROZEN FOODS 
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(tn Using Families) 
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from an extensive study recently 
Varia- 
tion may be accounted for in the 
proportion of coverage of lower 
level families between the two 
studies. However, the “point price” 
n foods is currently so high 


eek period. The/ture for the separate standard of that they may weigh in the picture 


much less than under normal con- 
sumption. 


New Public Service 
Program by NBC 

In cooperation with the Council 
for Democracy, NBC has launched 
a new series of programs titled “The 
Day of Reckoning.” On the in- 
augural program, February 27,) 
Adolf Schicklgruber, alias Hitler, 
was called to account for his in-| 
famous crimes. 

Subsequent programs will bring 


Quisling, all defended by the Devil. | 
Distinguished actors, all of whom 
have volunteered their services, will 
portray the various roles. The pro- 
gram takes the air on succeeding | 
Saturdays, from 7 to 7:30 p. m. 
EWT. 


Field Promotes Moss 


John T. Moss Jr., interior display 
manager of Marshall Field & Co., 
Chicago, has been promoted to} 
director of design for the store, a 
newly created post. Mr. Moss has 
been assistant to L. B. Sizer, adver- 
tising director, and under Mr. Sizer 
will assume direction of interior 
and window display including coor- 
dination of color and lighting 
schemes and displays and general 
supervision of decoration. 


aI 


Copy to ‘Humanize’ 
Ventilation in | 
New Ilg Campaign 


Chicago, March 4.—To make all} 
possible priority sales now and to | 
build for tomorrow’s market, Ig} 
Electric Ventilating Company has 
adopted a sales promotion and ad- 
vertising program which it believes 
is the most comprehensive ever} 
sponsored in the ventilation indus-| 
try. 

An enlarged schedule of color 
advertisements in Time, a new 
series of two-color messages in The | 
Saturday Evening Post and full | 
pages in a list of 19 business papers | 
will be used during 1943 to tell the 
Ilg story to the public and to lead- 
ers in the air conditioning, electri- 
cal, safety, architectural, industrial 
and marine fields. 

Under the heading, “Horizons Un- 
limited,” the details of the program 
will be presented in portfolio form 
to distributor and jobber sales 
groups, emphasizing the increased 
business tempo, new “war babies” 
among the industrial plants, new 
materials and methods in industry, 
and greatly increased employe turn- 
over. 

The national magazine copy will 
present a “humanized” story of ven- 
tilation, illustrating the benefits of 


good ventilation for people in all 


types of work, and showing how Ilg 
equipment is being used by war 
industries and the armed forces. 
Howard H. Monk and Associates, 
Rockford, handles the account. 


College Libraries Get 
Copies of Borden Book 


On behalf of the winners in its 
annual better advertising competi- 
tion, the Dallas Advertising League 
has presented copies of Neil H. Bor- 
den’s “The Economic Effects of 
Advertising” to 10 colleges and uni- 
versities in the state. 

Parchment certificatc; were 
awarded the winners, in lieu of sil- 
ver trophies usually presented in 
peacetime. 


“By not advertising over WFDF, 
Flint, Mich., he’s headed straight 


for us.” 


. . » but that’s learning the hard (and pain- 


ful) 


way. 


Markets too, can be just as sensitive to “lack 
of coverage”... particularly the Pittsburgh 


market, where: 


1. Most of the families (better than 6 out 
of 10) live outside the A. B. C. City of Pitts- 


burgh. 


2. The majority of these families live and 
work in 144 cities and towns surrounding 
Pittsburgh where the Post-Gazette offers 5060 


more coverage than 
daily newspaper. 


any other Pittsburgh 


3. The Post-Gazette’s city circulation is 
the second largest in Pittsburgh, all of which 
is “the why” that only the Post-Gazette gives 
effective, balanced coverage of the entire 


Pittsburgh Market. 


PITTSBURGH 


PAUL BLOCK AND ASSOCIATE 


New York © Chicago © Philadelphia @ Boston ®@ 


POST-GAZETTE 


S-NATIONAL REPRESENTATIVES 


Detroit @ San Francisco @ Los Angeles @ Seattle 
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now, 
market for peace time divi- 
dends, put on all your sched- 
ules 


zone. 
proaches this coverage in our 
trading area. 
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A Market. for 
TODAY 


A Market. for 
TOMORROW 


GARY, 
INDIANA 


Gary's industries were among 
the first to convert for war. 


They will be among the first 
to convert for peace. 


Then, as now, the demand for 
Gary’s products will be world 
wide, insuring you a prosper- 
ous market for many years to 
come. 


If you have a product to sell 


or want to cultivate a 


It covers the market. 
delivered to over 90% of the 
occupied dwellings in the city 


Home 


No other medium ap- 


accounts 


* Over 50,000 workers now 
employed in industry. 


* Industrial pay-rolls over 
$110,000,000 a year and going 
up. 


* Average weekly wage the 
highest in the state. 


* Savings 
since 1940. 


* War bond investments aver- 
aging over 
month. 


doubled 


$1,000,000 per 


* Indiana’s second city in num- 
ber of income tax returns. 


* THE GARY 
UNE advocates the preser- 
vation of the system of free 
enterprise. 


POST-TRIB- 


National Advertising Representatives 


BURKE, KUIPERS & 
MAHONEY, INC. 


CHICAGO 
NEW YORK 


OKLAHOMA CITY 
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Above is pictured the first of a series of 
five advertisements prepared by | the 
Royal Typewriter Co., to add impetus to 
the WPB's typewriter drive. 


Royal Advertising 
Tie-up Spurs WPB 
Typewriter Drive 


1! New York, March 3.—The Royal 
|| Typewriter Company offered a 
!| ready-made series of newspaper in- 
|| sertions this week for use by com- 
1| panies which have already sold a 
|| share of their typewriters to the 

|| government. 
" The advertisements are directed 

j| to other companies and individuals 


1 who have been considering selling a 
j| Share of their machines, but have 
1| not yet done so. Illustrations, re- 

production proofs and layouts are 
I supplied without cost to newspapers 
'/ which in turn may sell the space 
either on a participating basis, or to 
a single sponsoring company. The 
WPB has asked for a total of 600,- 
000 machines. 

The initial insertion pictures an 
animated typewriter, helmeted and 
shouldering a gun, backed up with 
the headline, “We’ve turned in our 
| share of typewriters to Uncle Sam— 
| How about you?” 

Copy breaks down basic require- 
ments of the various armed forces 
and estimates Navy needs at 156,000 
machines and Army demands at 
| 300,000 typewriters. “Add to the 


needs of the Maritime Commission 
| and our fighting allies, and you have | 
| the 600,000,” it adds. 

The government will buy every 
machine that can be spared, provid- 


direction” of any kind. The author is glad to receive comment, but can- 
not answer letters, except as he may find it appropriate to do so through 
the column. 


February 22. Working at home on this 
holiday, I was run down on the long dis- 
tance phone by a client in an area where 
Washington’s birthday is not observed. In 
our concentration on national advertising 
and marketing we sometimes overlook how 
strong the regional influences still are in 
this vast country. One example of them 
is the variation in the observance of Lin- 
coln’s and Washington’s birthdays. In it 
can be traced not only the old Civil War 
lines of cleavage, but other variations in 
political thinking and customs which influ- 
ence people’s behavior. 


February 23. Over the entire weekend 
and holiday just passed I not only worked 
at home myself, but had several other 
people doing the same, in order to com- 
plete a job of writing which a client had 
said must be ready today. Now, upon 
delivery, it turns out that he cannot con- 
sider using it for several weeks. One rea- 
son why copywriters quietly go mad. 


February 24. A St. Louis correspondent 
wants to know what I would suggest as 
postwar discussion material for a small 
group of business men who are exploring 
this subject together. I would strongly 
recommend, first, that they read and dis- 
cuss Peter Drucker’s two books: “The End 
of Economic Man” and “The Future of 
Industrial Man.” After that, I would get 
all of the material issued by the Committee 
for Economic Development, and see how I 
could help implement the plans of this 
committee, locally. This latter material 
may be had by writing the committee at 
the Commerce Building, Washington. 


February 25. The item above reminds 
me of the night I attended the meeting of 
a somewhat similar group in London, some 
years ago. This was composed of about 
20 able men from various walks of life. 
They met once a month, for a dutch treat 
dinner, and informal discussion over pipes 
and ale afterward. Each meeting was 
devoted to some one subject, with the dis- 
cussion started by a man who knew some- 
thing about it. The night I was there the 
subject was Euthanasia, or legalized mercy 
deaths by doctors, which was then being 
proposed in a bill before Parliament. The 


exponent was the head of one of London’s 
big hospitals, and the leading opponent a 
Church of England priest. We need more 
such groups in this country, to take the 
place of the old cracker barrel forums, and 
to bring us individually into contact with 
people outside our own trade and social 
groups. 


February 26. A couple of years ago a 
brilliant but shy woman came to enlist 
my interest in a social service enterprise 
which she believed was much needed. She 
wanted to work for its development her- 
self, but wanted somebody else to take the 
leadership. When I urged her to carry 
the banner herself she said she had no 
capacity for it. I told her just to make a 
start, and then keep putting one foot in 
front of another. She did, and today I 
had the pleasure of seeing her dream com- 
pleted. Thus are great things done. 


February 27. Worked on my farm in- 
come tax report, and suddenly, through all 
the tedious computations, began to feel 
the sap of the farm’s life. Here was the 
record of plowing, planting and harvesting; 
of breeding, feeding, and marketing. Here 
were the successes and the failures—and 
the men who shared in them, with their 
sweat, their jokes, their friendships. When 
the tax collector comes, can spring be far 
behind? 


February 28. (ON THE NATURE OF 
ADVERTISING KNOWLEDGE) One of 
the old debates among the philosophers is 
whether the world should be viewed 
as a collection of separate individuals, or 
whether society in the aggregate is a sort 
of thing-in-itself. That is, are there just 
a lot of separate minds to be influenced, 
or is there a super mass-mind? Now this 
is, in fact, the debate which is at the root 
of two different schools of advertising 
thought. For example, the mail order 
advertiser usually seems to think of the 
world as a collection of individuals, each 
one of which he is trying to sell separately. 
At the other extreme, the so-called insti- 
tutional advertiser usually seems to have 
hazy ideas about influencing the mass- 
mind. Not only copy styles are affected 
by which of these views is held; but the 
choice of media may be determined by it. 
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| This diary embraces the observations and reflections of one of America’s 
1 We've turned i h most prominent and widely known advertising men. It is presented in 
1 ve . Wn our stare ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 
1 Of typewriters to Uncle Sam 
1 


ing (1) it is a standard, not port- 


type, and (3) is not more than seven 
years old. 


with rescales in half pages, quarter 
pages, and 300 lines are available. 
No mention of Royal is included 


able model, (2) has pica or elite Stocking Makers 
Two full-page advertisements Plan Joint Drive 


cial manager 


Providence, has 


Named Station Director 


Hervey Carter, formerly commer- | 


‘Strand Joins Mutual 


Robert J. Strand, formerly 4 
WPRO, | member of the sales promotion staff 


appointed | of Parade and INS, has joined the 
London, Feb. 16.—A new type of| director of Station WMUR, Man-| sales staff of the Mutual Broadcast- 
utility rayon stocking goes into pro-| chester, N. H. 


ing System. 
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either in the text or illustrations. 


|duction in Britain next month and 


Royal account. 


‘Media to Watch 
‘Army Test’ Copy 


l 

! 

! cepting advertising for publications 
!) claiming that they give prospective 
!\ draftees a comprehensive knowl- 
l\edge of the types of Army tests 
I;given to newly-inducted men, 
1; should look for a War Department 
{; release stamp on the _ reviewed 
|| manuscript, it has been pointed out 
j, by the National Better Business 
1 Bureau. 

1 The War Department has indi- 
, cated to the bureau that issuance of 
, such books is a matter of deep con- 
cern, and that all _ publications 
1 “should most certainly be submitted 
for War Department review since 
! 
I 
I 
| 
I 
I 
| 
| 
I 
I 
I 


| 
} 


her: . " 
| military security.’ 


Such review does not necessarily Cincinnati, has 
constitute approval of the publica-|absence to join 
_ tion, but merely certifies there are! Association, a non-profit organiza- 
;no statements contained which are| tion. 


|“dangerous to military security.” 


To Conduct Study 

Colman O’Shaughnessy, for the 
past three years sales manager for 
Walter Dorwin Teague, industrial 


1} lems of the company’s plants in this 
1| country, Canada and Europe. 
_- . 


New York, March 3.—Media ac-| 


Young & Rubicam handles the | gether to tell British 
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|| Government Urges 
| 

| 

l 


| 


| 


they involve a definite factor of|the national advertising division of | 


— General Manager 


designer, has joined the Stanley| relations director of the Farmers & | 
Saas | Works, New Britain, Conn., and will| Bankers Life Insurance Company, 
DALLAS, ATLANTA I institute a study of postwar prob-| Wichita, Kan., has been appointed 


| that city. 


|}hose and to others who bought 


the manufacturers have banded to- | 
women, 


through joint advertising, how to 
get the most service out of the 


stockings. ” 


In peace time British customers 
purchased 6,000,000 pairs of silk 
stockings, about half of them im- 
ported. Last year only 1,200,000 
pairs were manufactured within the | 
country, and none was imported. | 
The quantity is not to be stepped | 
up, but the makers are convinced | 
that the new rayon hose are of a 
better quality and will last longer 
if cared for properly. 

The campaign, to be carried in| 
newspapers, will be addressed to 
women who formerly used only silk 


rayon stockings but failed to get} 
the maximum wear out of them. J. | 
Walter Thompson Company, Ltd. 
will handle the advertising. 


Joins Coordinating Group 


Clarence L. Conduit, manager of | 


Mail- Way Advertising Company,| 
taken a leave of 
the Coordinating 


As associate coordinator, he 
will work with manufacturers who 
apply for prime and subcontracts in 
war work. 


Robert K. Lindsley, former public 


ighest average 
ad-readership of any 


magazine. Now, 


True Story* 


goes back 


to 15° 


*For 23 Years the Wage Earners’ 
Favorite Magazine 


general manager of Station KFBI of 
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Congoleum-Nairn 
Begins New Series 
for Gold Seal’ 


ny, N. J., March 3.—Congo- 
airn, Inc., has launched aj} 
ivertising series for its Gold | 
Congoleum rugs using full| 
and | lf pages in four colors in The 
A4mer can Weekly, Better Homes 
& GCurdens, Country Gentleman, 


Lad Home Journal, McCall’s, 
and Progressive Farmer. 
"¢ stresses the superiority of 


Gold Seal over similar products. 
Aj] . ivertisements will be accom- 
: | by one “bad” limerick and 


an , ; < and | 
vee good” limerick. The initial | 
insertion draws a comparison be- 
tween a bride named Grace who 


stares woefully at a splotchy rug, 

, mart young Lenore” with her 

“pricht” Gold Seal. Grace is ad- 

monished by the limerick: 

“What a foolish young bride was 
our Grace, 

She bought kitchen rugs just like 
lace— 

Took the first one that came 

Without asking its name— 

Now her kitchen’s a _ sad-looking 
lace! 
pool is patted on the back with 

the following jingle: 

“On the other hand, clever Lenore 

Bought Gold Seal for her kitchen 
floor— 

For its patterns are best 

And it outwears the rest— 


Admen in he 
Armed Forces | 


Meigs Bartmess, of the research 
department of Benton & Bowles, | 
New York, has been commissioned 
an ensign in the Navy and has left 
for the naval training school at 
Quonset Point, R. I. 

John Taylor, of the radio depart- | 


of special events at Yankee Net- 
work, Boston, has been commis- 
sioned a lieuienant (jg) and is sta- 
tioned in Washington, D. C. 
Robert A. Hamiiton, assistant ad- 


Corporation, Rockford, Ill., has re- 
ceived his commission as lheutenant 
(jg) in the naval reserve and has 
reported for active duty. 

John H. Sweet, vice-president of 
Dickie-Raymond, Inc., Boston, has 
been commissioned a lieutenant (jg) 


Grove, classified, has been commis- 
sioned an ensign in the Navy. Frank 
Hibbard, merchandising, and Al Gi- 
ennini, national advertising, have 
joined the Marine Corps. Virginia 


= vertising manager of Geo. D. Roper | Hill, copy and art, has joined the 


Waves. 

Joseph Tiers, assistant general 
sales manager of Proctor Electric 
Company, Philadelphia, has _ ob- 


tained a leave of absence and has | 


enlisted in the Army as a volunteer 
officer candidate. He is stationed 


ment of Pedlar & Ryan, New York, | in the naval air services ana nas 1e- | at Aberdeen, Md. 


has accepted an assignment for for-| ported to Quonset Point, R. I., for | 


eign service with the Red Cross. 
Joseph H. Callahan, formerly of | 
the Hartford Times, has been com- | 


indoctrination. 
H. L. Howerth, assistant radio di- 
rector of Baker Advertising Agency, 


missioned a second lieutenant in the | Toronto, has joined the Royal Cana- 


Army air forces, following gradua- 
tion from the officer candidate 
school at Miami Beach, Fla. 

I. Paul Cole, sales representative 
for Shulton, Inc., has been inducted 
into the Army and is now training 
at the technical school, Keesler 
Field, Miss. 

Frederick J. Phelan, former editor 
and publisher of the News, Strat- 
ford, Conn., has been inducted into 
the Army. 

Frederick A. McLaughlin, director 


dian Air Force. 

Nine more members of the Chicago 
Tribune’s advertising department 
have joined the services, bringing to 
114 the number of advertising di- 
vision personnel now in the serv- 
ices. James McNeely, Donald Smy- 
ser and Joseph Barta, of the classi- 
fied department, and Jerome H. 
Zegart, of the new business depart- 
ment, have joined the Army; Fred 
Sorenson, classified, has joined the 
Army air forces, and Woodward 


NBC Issues ‘Chimes’, 
‘New House Organ 


| The first issue of the new NBC 
| house organ, “Chimes,” made its 
appearance Feb. 25. Published for 
the purpose of promoting the wel- 
| fare and activities of NBC employes, 
and to maintain the morale of em- 
ployes in the services, “Chimes” will 
be mailed to each individual at his 
or her military unit. 

Corinne Pearson is the editor of 
the new house organ, which will 
appear on the 15th of each month. 
Vol. 1, Number 1, had a distribution 
of 1,750 copies. 


Shawnee Papers Merge 
The Evening Star, Shawnee, Okla., 


| has been merged with the Shawnee 


| Morning News and will begin publi- 

cation as a morning daily to be 
known as the Shawnee News-Star. 
Shortage of manpower, rationing of 
| critical materials, reduction of news- 
|print and decreased advertising 
revenues were cited as major rea- 
sons for the merger. 
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x To create public 
* opinion favorable 
: to your business... 


® cHoose tHe 
LEADER IN 
*® tHe eBusiness 


FIELD... 
* 


And her husband gives praises 
galore!” 

Advertisements are scheduled to 
run through the fall season, possibly 
in an extended list if space is avail- 
able. 

McCann-Erickson, Inc., is the 
agency. 


‘Guide’ Goes Monthly 
Guide Magazines, New York, has 
announced that effective with the 
March issue, Movie-Radio Guide 
will be published monthly instead 
of weekly. The publication has 
been redesigned in four-color covers, 
the radio program section pub- 
ushed in 13 geographical sections. 
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THE PROGRESSIVE FAR 
IS REALLY 


THE PROGRESSIVE FARMER is published monthly 


itions localized to the farm and 


farm-home interests of the five distinct agricultural 
regions of the South: 


1. The Carolinas-Virginia Edition 
2. The Ga.-Ala.-Fla. Edition 

3. The Ky.-Tenn.-West Va. Edition 
4. The Miss.-Ark.-La. Edition 

5. The Texas-Okla. Edition 


the index from The Carolinas-Vir- 


ginia Edition of the February issue of The Progressive 
Farmer. The articles checked were written especially 
for that one edition. Each of the other four editions is 
just as carefully edited for the particular territory it 
serves. The only editorial material appearing in all five 
editions is that which refers to matters of general in- 


South. 


To provide subscribers with this intensely - localized 
editorial service— which no other leading sectional or 
general farm magazine can claim —- editorial offices are 
maintained in Raleigh, Birmingham, Memphis, and 
Dallas. Through its staff of strategically-located, full- 
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time and contributing editors, each office keeps in close, 
neighborly touch with its section of the South. 
Thus, the South’s leading magazine —The Progressive 


Farmer 


is a local magazine to each of its subscribers. 


And, your advertisement in The Progressive Farmer 
makes you a good neighbor to your prosperous Southern 
customers, whose cash farm income exceeded FOUR 


BILLION DOLLARS in 1942... 


it convinces them 


that your product is fitted to their particular needs. 


/ 


os 


— 


’ % 


The South. Subscri bes: to 


The Progressive-Farmer 


Advertising Offices: sirnm 
MEMPHIS, DALLAS, NE 


INGHAM, RALEIGH 
Ww YORK, CHICAGO 
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enh aby pea | - Workers Featured Becker Up’ Seen New 

anning Service | j . : ries 
Delta Watlount advextiéiea Postwar amywigtn in Latest Series Becker Products Compan, ix, 
Agency, Seattle, has organized a iness and Industry Are Preparin . an, nas launched a series of aq: 
postwar planning dapertnent, with me =, Ropers, Whekd . by Todd Shipyards ‘VertiSements in nw NEWSpe) ers “8 
rj in | rica i . 
ad MacInnis, vice-president, in Edited by RALPH 0. McGRAW New York, March 3.—Why work- | AB cn = ES gy a 5 re. 
‘ : - 'ers in Todd Shipyards Corporation | gj lenty to ch ‘ > ls 
Fg BR. ming 3 one’ canoes Chamber of Commerce Has inaa ee pees ae and secretary.) are straining to increase production | worm aw nf shortenes, got ys 
. . : % 7” shi 7 h . pele ey Ute, 
and also will conduct a general Committee on Economic Policy Fyr-Fyter Company, Dayton, O., pore eee on Goa nicaciane aoine, A typical adv ertisemen illus. 
research to determine the number| A Committee on Economic Policy| j, telling the public through adver- ain tx weet Gis ae te trated with the figure of a | sings. 
and type of products which can be|has been formed by the United | tising that it will need 500 men to newspapers in ten cities where Todd | man carrying ad gin bund Says 
manufactured advantageously in the States Chamber of Commerce, sell its products the day the war is plants or offices are located. A list oa ang he cae? an adds: 
Pacific Northwest. Washington, to study postwar eco-|won. “If you are looking ahead to) 6¢ national magazines is also being ure, heip is + t you 
—_—_—_ nomic policies, under direction of} the future, remember our name and don t mind going errands fo’ your. 
prepared. 1 hat’ h 

Appoints Brisacher, Davis|Edgar V. O’Daniel, vice-president| address. Clip and save,” urges the|" Newspaper insertions ranging | = 8 Been pi da, Stay 
Del Monte Properties Company, ec a ae eg i aa from 1,300 to 1,500 lines will feature| for the war effort.” The Ad_ 
Del Monte, Cal., has appointed a Se - ? Und the title. “I H _ men, Salt Lake City, hand's 4, 
Brisacher, Davis & Van Norden San| Which includes representatives of naer e title, ope th 


Francisco, to direct its advertising.| Various types of industry and of 
Although the Del Monte Hotel has | agriculture, will meet in New York 
been taken over by the Navy for| March 9. The tentative program of 
the duration, the company will pro-| the committee includes these major 
mote its Pebble Beach Lodge and| points: 

golf course, which remain open to 1. To identify, analyze, report 
the public. and get action upon economic prob- 
lems, nationwide and international, 
in their postwar effect. 

2. To promote the analysis of 
local problems and conditions by 
local organizations, and develop 
means of accomplishing desirable 
objectives. 

3. To encourage the analysis and 
study by trade and industrial asso- 
ciations of problems and opportuni- 
ties within their respective fields. 

4. To stimulate the analysis and 
study by state and regional organi- 
zations of problems within their 
respective jurisdictions for future 
action. 


State Payrolls 
Add Stability 


Troy has a job-secure 
“white collar’.army (1,200 
State employes alone!) as 
well as thousands of highly 
paid industrial workers. Blan- 
ket coverage of this major 
New York market costs only za 
12c per line. | As part of the preliminary work, 
'a tabulation has been made of 
|favorable and unfavorable factors, 
| forming in effect a “balance sheet” 
|of assets and liabilities of postwar 
America. Dr. Emerson P. Schmidt, 
on leave from his duties as professor 
|of economics at the University of 
| Minnesota, is in active charge of the 


| and employment. 


THE TROY RECORD 
E TIMES RECORD 


All Advertising Direct 
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WHEN IT'S 
"OUT OF STOCK 


More people will visit more Main Streets more often 
under rationing than ever before! Don't let your adver- 
‘take a rest’’ for the duration. When you get out 


tising " you go back to the end of the line. 


of the procession — FA a 
Alert advertisers are ‘staking their claims’ in — “4 
store fronts and interiors on ee pee A PP em 
: it urable Mey 
today's and tormorrow $s sales...wi 
moa window signs and valances — backbar, mirror, 
show-case and counter signs. 

i ¥ is fickle 
Main Street's memory }s fic ; 
mares identification can be colorfully reproduced rs 
decalcomania without use of critical —, a 

i - ther. out-of-the-backro 
re night-and-day, all-wea 20 
“pein of sale’’ advertising that packs more greene 
value per square inch for a longer period of time a 
lower cost. No space to buy—no operating 
expense — no up-keep. 


' Your brand or trade 


Let us tell you how others are u sing Decal peers oye 
to keep their brand names on Main Street for 


duration! Free design service. 


Write Dept. 130 


~FAST+ COLORFUL - DURABLE IDENTIFICATION 


MEYERCORD DECALS 


THE MEYERCORD CO. * 5323 W. LAKE ST., CHICAGO, ILL. 


Wrong,” and supported by several 
small pages of reasoning, Aaron E. 
Carpenter, “near editor’ of “The 
Houghton Line,’ house publication 
of E. F. Houghton & Co., Philadel- 
phia, of which he also serves as 
president, says he has bets which he 
expects to collect that the war will 
not be over until after Dec. 7, 1943. 
“It all adds up to this, to my way 
of thinking,’ he concludes. “Ger- 
many can and will hold out until 
the autumn of 1943. That will be 
a critical time for her, but if she 
can stick it out through the winter 
the war won’t end until the summer 
of 1944. It will take six months to 
a year more to clean up the Pacific. 
. . I wouldn’t be surprised, in fact, 
if next winter we should be looking 
back to now and talking of the ‘good 
old days of 1942.’ That’s my predic- 
tion, and I hope I’m wrong.”’ 


ae we 


of 


public works. carried 


urged by Maj. Gen. Phiilip B. Flem- 
|ing, Federal Works Administrator, 
| in a recent address before the Union 
League Club of Chicago. Such a 
program of postwar construction, he 
said, will reduce the danger of eco- 
nomic collapse, aid in sustaining 
full employment, provide useful 


standards of living, create new 
opportunities for private business, 
and enhance the welfare of all the 
| people. 


ue a * 
| The Florida State Chamber 
' Commerce has formed a New Indus- 
| tries Advisory Division for the pur- 
| pose of furthering the state’s raw 
material and production facilities 


| for wartime and postwar utilization. 
1K iy 38 


A backlog of two million housing 
units annually for ten years after 
the war must be underwritten by 
private capital, Abner H. Ferguson, 
commissioner of the Federal Hous- 
ing Administration, told the recent 
postwar clinic meeting of the 
Mortgage Bankers Association of 
America. 

oo 2 a 

A resolution to establish a special 
Senate committee to investigate 
and recommend postwar economic 
policies and planning has been 
approved by the Senate finance 
committee. Sen. Walter F. George, 
chairman of the committee, who 
introduced the resolution, says that 
if the committee is set up it will! 
investigate the possibility of pro- 
viding federal works programs, ex- 
tending social security coverage, the 
effect of taxes on business, and 
plans for economic decisions. 


Three U. S. Agencies 
Get NBC Desk Space 


National Broadcasting Company 
has allocated desk space on the 
main floor of its Radio City head- 
quarters for three government agen- 
cies: U. S. Civil Service Commis- 


Voluntary Services. 


} 


Representatives of the Civil Serv- 
ice Commission will give informa- 
tion and accept job applications. 


Attendants at the Waac desk will | 


answer questions and receive enlist- 


ment applications. The AWVS 
group will sell war bonds and 
| stamps. 


| 


Mackay Joins MacLaren; 
Truman Rejoins Staff 


Martin Mackay, former partner of 


| Mackay & Savary, Calgary, Alta., 


agency, has joined the Toronto copy 
staff of MacLaren Advertising 
Agency. 

Charles D. Truman has returned 
to the staff after a year’s absence 


j}and will join the sales promotion 
| department. 


Advance engineering for a pro-| 

5. To urge local, state, and re-| sram rKS se ; 
gional bodies to analyze and get| through from site acquisition to the | Service with the Army, Navy or) appointed general sales manager. 
action upon national and interna-| Preparation of blueprints and con-| Marine Corps. Text urges men and | 
tional economic policies that bear | tractors’ specifications so that actual} women in a 
on the attainment of local and na-| Construction can start immediately | “haven’t a boy to work for” to| 
tional objectives of high production} Upon cessation of hostilities was|adopt one for the duration, “so 


public works which will raise the | 


of | 


sion, Waac and American Women’s} 


e 
account. 


War Keys McCandlish 
Awards for 1943 


War bonds and stamps 
American Red Cross, instead 
commercial products, will feature 
the competition for the McCandlish 
awards for 1943, sponsored by Me. 
Candlish Lithograph Corporation 
Philadelphia. ; 

First prize will be $500 in way 
bonds, with other prizes and cer. 
tificates of merit also to be awarded 
The contest closes May 1. Full de. 


and the 


.. WERE IN THE WAR TOGETHER” 


Mn ttwerd they ore | tails concerning entries may be 
ul = obtained from the company, a 
eee Roberts Ave. and Stokley St., Phila- 

= delphia. 


Fe in | Paeth Is Advanced 


Louis A. Paeth, since 1940 mer- 
individual workers whose sons, | chandising director of Buckley, De- 
| brothers, or husbands are in active|;ment & Co., Chicago, has 


been 


all war plants who | 


| you'll have somebody out there to 
| work for!” 

| The initial advertisement plays up 
j}an on-the-job photograph of Mrs. 
Edward Krehely, burner, who 
| proudly declares, “My husband’s in 
|the Army. I’m in a shipyard.” Copy 
|also points out that of more than 
125,000 Todd workers, 63,137 have 
close relatives in the armed forces, 
/and 27,000 former Todd employes 
|ar now in the service. 

| J. Walter Thompson Company is 
ithe agency. 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


Santa Fe Appoints 
Dailey as Ad Chief 


Arthur A. Dailey, formerly assist- 
j}ant general advertising manager, 
| has been advanced to general adver- 
|tising manager of the Atchison, 
| Topeka & Santa Fe Railway System, 
| succeeding the late R. W. Birdseye. 

Mr. Dailey, who had been assist- 
ant since 1937, formerly was with 
the J. Walter Thompson Company 
and prior to that was associated 
with Eastman Kodak Company. 
|F. A. Tipple, advertising agent at 
| Topeka, has been appointed as his 
| assistant. 


Photo-engravers in Chicago 


207 North Michigan Avenue 


Franklin 5854 
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You’re LISTED in MacRae’s 


—accurately. Are you AD- 
VERTISED in MacRae’s ade- 
quately? Today MacRae’s is used 
continually at 55,000 roints of pur- 
chase and in more than 800 govern- 
ment buying offices. 


For Advertising Rates Write 


: 
MagRastslTmeaRoaal | 
A DIRECTORY OF AMERICAN INDUSTRY 


Used Continually in 55,000 Buying Offices 


18 E. HURON STREET + CHICAGO 
OFFICES IN PRINCIPAL CITIES 
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Airline Should 
Cut Promotion 64%, 
lJ. §. Agency Rules 


(Continued from Page 1) 


and hg expenses at previous 
jevels. Taking into consideration the 
he e of the respondent’s operating, 
we find that the advertising and 
publicity expenses of the respond- 
ent should not exceed $40,000 an- 
nually.” 


Far Below Company Figure 


The figure set by CAB represents 
a $70,000 cut from the airline’s ex- 
penditure of $110,000 for promo- 
tional purposes. 

The treatment meted out to Chi- 
cago & Southern is not new, a CAB 
official told ADVERTISING AGE. He 
said that “at least four” other ma- 
jor airlines had been instructed to 
reduce their advertising expendi- 
tures. 

But an official of the Air Trans- 
port Association who asked an- 
onymity, characterized the action of 
CAB in the Chicago & Southern 
case as “very unusual.” 

It mirrors a growing tendency in 
CAB, this source reported, to regu- 
late increasingly the airlines’ meth- 
ods of operations. The airlines are 
just beginning to find business 
profitable, after years when fore- 
sight and enterprise went hand-in- 
hand with shoestring financing. 


Seeks Another Cut 


An indication of CAB’s attitude 
was its order today to 11 domestic 
airlines to show cause why passen- 
ger fares should not be reduced 10%. 
Working on another tack, it has 
gradually achieved the .3 mills per 
pound mile rate for air mail—a 
rate which would have been death 
to the airlines a few years ago. 

The airlines realize CAB’s goal 
of economy, but they feel strongly 
that there are arguments for main- 
taining present rates for passengers 
and cargo, partly because they want 
to recoup some losses of earlier 
years, partly to amass a backlog to 
brace them during the postwar re- 
adjustment period. 

Paradoxically, the airlines are 
making money at a time when much 
of their equipment has been com- 
mandeered for military use. They 
are reimbursed, of course, but other 


factors contributary to the present | 


happy state in which the lines find 
themselves are the substitution of 
female personnel in their operations, 
and the increasing demand for pas- 
senger and cargo space on such 
planes as are available. 

The Aeronautics Board, an official 
said, was guided in its decision 
against Chicago & Southern by the 
belief that the percentage of adver- 
ising was far over the actual busi- 
ness involved. Much of the airline's 
equipment has been taken by the 


BRITAIN INTENSIFIES POTATO CAMPAIGN 


is the Food Fact we 
must never forget ! 


THIS, 


Your bread costs 
ships. 

Eat home-grown 
potatoes instead! 


FOOD FACTS Ne. 133. 


SUED SY THE MINISTRY OF FOOD, LONDON, W.t, 


The British Ministry of fund: he seed up its drive to get the public to eat more 

home-grown potatoes instead of bread, thereby saving vital shipping space. 

appeals are shown here. Posters are also being issued, with the advice: 
with bread—eat potatoes instead." 


Potato 
Plan 


AN cA 


DAN APPE Al. 
te the full the food i 
me—and it must ow the foods that ‘will 
the ry! fentin 


ing fit 
7 at is why the farmers wer€ asked to grow record 
crops of potatoes. 
potatoes: s would be as sensible 


An Island at war = use 
yo at home— 


ere is no glut of 
to talk < 4 glut of planes or tanks 
t ither planes nor tanks nor guns nor potatoes 
are ny ‘ene unless we put them to use 
Potatoes must go into action on the Food Front. 
You can save shipping by eating potatoes instead of 


or 
bread. The potatoes are here: they are a healthy food. 


Let your poisiatiom , Am y- your appetite: eat —_—— 
= nd if you are a _ 
earn new ways SA 
serving them. 


YOUR PART IN THE PLAN. 


unit Zo" 
wecond bel piag 


Make « point of servi 


Doct 
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~ eh good sare vith rs ad 


Make your main dish 
potato dish one day a ween 

par + dey dishes 4 
wovel, satistying deliciow 


Og becon over 
oith eleven ‘ot 


EAT MORE POTATOES. INSTEAD! 


ISSUED BY THE MINISTRY 


OF FOOD, LONDON, WA 


Two 


"Go easy 


government, this official reported, 
and he asserted that C & S is re- 
ceiving “very adequate” reimburse- 
ment by the government for the 
equipment. The airline’s advertis- 
ing expenditure was interpreted by 
CAB as excessive in view of the fa- 
cilities it had to sell. 


Vouch for ‘War Time’ 


Robert P. Patterson, Under Sec- 
retary of War, and James V. For- 
restal, Under Secretary of the Navy, 
have joined in warning that any 
change from “war time’ would be 
a serious detriment to increased pro- 
duction. They said that the law is 
“one of the important contributions 
made by Congress to increase pro- 
duction of the sinews of war,” and 
that the advanced time schedule 
had saved the nation as a whole 1 
million kilowatts and 1% billion 
kilowatt hours in electrical gener- 
ating capacity. 


Kudner Adds Two 


Donald S. Gibbs, formerly with 
Buchanan & Co., New York, re- 
cently completed a special assign- 
ment in Washington for the Treas- 
ury Department and has joined 
Arthur Kudner, Inc., New York, as 
a copywriter. Porter Bibb Jr., for- 
merly with the Advertising Council, 
has joined the agency’s service de- 
partment. 


*For 23 Years the Wage Earners’ 


Favorite Magazine 


ow more than ever, True 


Story follows the payrolls. 


True Story* 


goes back 
to I oD c 


|make such sweeping changes as re- 


'quette both on the West Coast 


Brunswick Gives 
Cost of Photos to 
U.S. Relief Funds | 


Chicago, March 3.— Brunswick- 
Balke - Collender Company doesn’t 
see why the armed services should 
supply it with photographs free, so 
it has adopted as standard practice 
the plan of sending contributions to} 
the various relief organizations of | 
the armed forces in the approximate | 
amount of the commercial value of | 
photographs used. 

Brunswick recommends the idea 
heartily to other advertisers who 
make use of official photographs 
supplied without charge. In in- 
augurating its plan, Brunswick 
wrote to the commanding general 
of the Sixth Service Command, say- 
ing: 

“At various times the Army has 
given us prints of photographs 
showing billiard and bowling scenes 
at Army installations. We are grate- 
ful for this help and for the courte- 
ous cooperation we have received 
from public relations officers and 
officers in charge of recreation. 

“Since there is no method pro- 
vided by which we can reimburse 
the Army for photographs, we think 
it fitting that we make the enclosed 
contribution to Army Emergency 
Relief. The amount represents ap- 
proximately the cost of photographs 
used, based on the rates charged by 
commercial agencies.” 

Similar letters went to the Navy 
Relief Society and the Army Air 
Force Aid Society, in each case 
drawing grateful letters of apprecia- 
tion. 


ahead. Time has discontinued 
bleeds, and Business Week has 
| warned advertisers not to make 


Radio Set Owners Are 
Assured Repair Parts 


Radio set owners, even if their 


| April insertions. 


sets are of ancient vintage, will be 
able to secure repair parts when the | 
Victory line of replacement parts | 
goes into production, Frank H. Mc- 
Intosh, assistant director of the 
radio division of the War Production 
Board, has reported. Manufacturers 
have begun to schedule production 
of the simplified line which will 


| ducing the number of electrolytic 


|condensers from 350 types to nine. 


At the same time, Mr. McIntosh 


/revealed that discussions are being 


carried on with tube makers re- 


| garding resumption of tube produc- 
| tion on a limited scale. 


Tube types 
will be cut from 700 to 114 under 
the proposals now being studied by 


WPB. Tube production has virtu- 
ally been suspended since June, 
1942. 
Polesie Joins CBS 

Herb Polesie, radio and motion | 
picture producer, has joined the Co- 
lumbia Broadcasting System as a 
producer. Mr. Polesie was formerly | 


radio director for Sherman & Mar-| 


and 
in New York. 


Private Lines 


There’s a growing disposition to 
tighten up on liquor advertising. 
The District of Columbia, governed 
by a Congressional committee, may 
have stringent restrictions soon if 
the bill introduced by Sen. McCar- 
ran, a committee member, is passed. 

ay of % 


There are signs of a shake up 


coming in several agencies. WPB 
has had one vehement internal 
struggle, culminating in Donald 


Nelson’s unprecedented flat firing of 

Ferdinand Eberstadt, program vice- 

chairman. Look for others in OWI, 

OPA, and WMC. 
os * * 

Despite the fact that material 
from OWI is ladled out to you in 
overflowing quantities, be careful 
about how you use it. The material 
is public property, but a private or- 
ganization using it should be care- 
ful that no official OWI sanction or 
endorsement of a product or view- 
point is implied. The Conference of 
Alcoholic Beverage Industries, Inc., 
has already run afoul of the gov- 
ernment agency in this respect. 

x a * 


Much confusion has been stirred 
up in advertising circles lately over 
the subject of bleed pages and bleed 
plates. No official order banning 
bleeds has been issued thus far, but 
many publishers and advertisers see 
such an order as a distinct possi- 
bility in the near future, and warn 
against making such plates too far 


bleed plates farther ahead than for 


4 a us 

Although the nation’s press car- 
ried a story setting the weekly meat 
ration at 1354 pounds per week, OPA 
officials aren’t nearly so sanguinary. 
The situation is uncertain, and the 
use of ration points will make it 
more so. If the cheaper (in points) 
meats are eaten, the portion may 
be more; if the scarcer meats are 
chosen, it will be less. But in any 
| case, it’ll be a far cry from the 2% 


pounds blithely promised last year. 
* * * 


Servel is considering a half-hour 
program, “Fashions in  Rations,” 
featuring movie star Billie Burke, 
over NBC. A five-minute pickup 
from Washington, D. C., would be 
devoted to nutrition and other gov- 
ernment war themes which Servel 
has stressed in its advertising to 
consumers and industry. 


Allis-Chalmers Advances 
Three Executives 


R. A. Crosby, who is temporarily 
on leave to work with the WPB 
salvage section, has been appointed 
advertising manager of the tractor 
division of Allis-Chalmers Mfg. 
Company, Milwaukee. 

A. W. Van Hercke, formerly sales 
manager, has been advanced to 
assistant manager of the division 
and A. F. McGraw, formerly sales 
promotion manager, has been ap- 
pointed general sales manager. 


Bennett Joins Philco 


John Bennett, former general 
manager of Hutchins Advertising 
Company of Canada Ltd., has joined 
the Philco Corporation of Canada 
and will direct its advertising and 
public and industrial relations. 


Joins J. M. Mathes 


Thomas H. Batman, formerly with 
J. Walter Thompson Company and 
prior to that with Batten, Barton, 
Durstine & Osborn, has joined the 
copy department of J. M. Mathes, 
Inc., New York. 


Cayford Adds Duties 


Herbert Cayford, manager of the 
San Francisco office of Beaumont & 
Hohman, has been named executive 
vice-president in charge of all West 
Coast offices of the agency, includ- 
ing those in Los Angeles, Portland 
and Seattle. 
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BUY-LINES 
by Nancy Sasser 


— 


New York, March 
8th, GETTING 
PERSONAL in 
the next column 
has a keyhole eye 
on ad bigwigs... 

=m This column gives 
the lowdown on their product 
"Blessed Events" and grown-up 


SELL-LINES. .. . 
BUY-LINES does it, you know, 


through 
40 NEWSPAPERS 


10,785,112 Sunday Circulation 


HELPING MRS. AMERICA 
get REALLY Personal with 
these Brand Names— 


= mm | 


This is the Soap whose 
praises we've sung 
since April 1942! 


This is the vitamin 
“tip” we've given the 
family since last July! 


, Vv FV 


LOUIS PHILIPPE Cosmetics, beauty BUY- 
LINE scheduled 72 weeks through this 
column! 

vy 
EDNA WALLACE HOPPER Creams, an- 
other Affiliated Products “Famous Name" 
we'll feature alternate Sundays through ‘43! 


vgyv¥$psy 


This food we rec- 
ommend — like 
manna 
heaven to house- 
wives ‘on ration”! 


Van Camps? 


Many interesting 
beauty - helps 
given from this 


fine beauty-line! 


vyvry 

McCALL'S MAGAZINE— We point out 
editorial SERVICES women need today,— 
for a better READ magazine means adver- 
tising more effective! 


vy 
JODENT featured to our Southern Group 
readers since April ‘42. . . 
this year! 


. scheduled all 


REDBOOK — we read it 
hot off the press,—pre- 
view its fiction for women 
readers. ... 


6 TAMPAX—the intimate, 
modern product for in- 


from| 


timate, feminine column- 
yy 


AYDS CANDY—featured to our Pacific | 
Coast Readers. 
,vY 
PARFUMS D'ORSAY—We're offering 


women a FREE sample of “Intoxication! 


an 
AMOLIN used our East Central 
Group 7 times in ‘42... . re- 


newed in 40 papers this year! 


’ ’ ’ 
& DR. SCHOLL’S Lu-PADS,— 
° Readers even send their $! 


to us for them! 


| 
vv FF | 


Learn More About an Exclusive Brand 
Name Franchise in Buy-Lines 
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Getting Personal 


From his host of adclub friends came hearty congratulations to Philip 
L. Themson on completion of 40 years as director of pub. relations and 
ad. mgr. of Western Electric & Mfg. Co... 

Floyd N. Watson, former adv. dir. of the Knoxville Journal, has been 
promoted from first lieutenant to captain in the Army air forces. . . 
Associates of L. B. Icely honored him with a dinner at Chicago’s Lake 
Shore club recently, to mark his twenty-fifth year as pres. of Wilson 
Sporting Goods Company... 

Bing Crosby enterprises include a couple of war industries, so both 
Bing and Brother Bob are entered in the war workers’ golf tourna- 
ment of the Los Angeles Times, 
being scheduled Feb. 28, March 


7 and March 14, with over $2,000 COW HANDS 
in war bonds hung up for the ene 
winners. . . tee ok 


Mel Spiegel, director of CBS 
trade press, attributes his ami- 
able disposition to those aromatic 
cigars passed around after every 
CBS luncheon. . 

A baby generally means three, 
but with James Anderson, sales 
department of Station WGN, Chi- 
cago, a baby makes six. A fourth 
child was born on Feb. 15, a son, 
making the box score: three sons, 
one daughter... 

Speedy recovery to Bill Banks, 
salesman at Station WIP, Phila- 
delphia, and his mother. They 
were Florida-bound, when their 
streamliner cracked up at Ridge- 
way, S. C., causing injuries seri- 
ous enough to hospitalize them. . 
Only a day apart, two staff 
members of Station KHJ, Los 
Angeles, became the proud papas 
of daughters. Linda Lee came 
to Charles Jones on Feb. 14; 
next day Sarah Clary stopped 
George Martin from pacing the 
floor. .. 

Axis axiom that Americans are 
soft has been blasted into thin 
air by A. T. De La Mare, mg. ed. 
of the Florists’ Exchange and 
Horticultural Trade World. Aged 
90, he is probably the oldest managing editor in the country and his 
only complaint is, “Wrestling tires me much more than it did be- 
fore.” .. 

Charles F. Cole of the Rochester Times-Union staff has been 
appointed dir. of the office of public information of the University of 
Rochester. . . The Milwaukee Assoc. of Industrial Advertisers has 
named L. P. Niessen, Cutler-Hammer adv. mgr., a member of its 
board... 

Eddie Richer, promotion manager, Chicago Sun, leaves the middle 
of this month for a month’s course at the Army orientation school at 
Ft. Leavenworth, Kan., following in the footsteps of several other 
prominent admen who have been invited to attend the course. . . 

John T. Stebe, vice-president and export mgr. of McKesson & 
Robbins, who began his career at the age of 13, recently was tendered 
a luncheon by associates and friends marking half a century of in- 
terrupted service with the company. Congratulatory messages came 
from all parts of the world. .. The wives of Thomas H. Beck, Crowell- 
Collier exec., and agencyman Bruce Barton are on the committee 
arranging the March 9 dinner at the Waldorf-Astoria which will open 
the nationwide campaign to enlist more adult volunteer workers for 
the Girl Scouts. . . 

Sherman K. Ellis, agency prexy, hurried to Palm Beach recently to 


A couple of Chicagoans vacationing at 

the Kenyon ranch near Tubac, Ariz., are 

Thomas A. White, vice-president and sales 

manager of Jensen Mfg. Co., left, and 

Burton Browns, president of the advertis- 
ing agency of that name. 


“AGENCY FETES ARMY INDUCTEES 


At a party honoring two staff members prior to their departure for the Army, H. K. 

Dugdale, left, executive vice-president of Van Sant, Dugdale & Co., Baltimore, 

extends best wishes to C. M. ‘Buck’ Buchanan, account executive. Wilbur Van Sant, 

right, agency president, bids goodbye to David Marks, assistant production 
manager. 


beam upon a newly-arrived granddaughter. . . Officers at attention with 
sabres crossed will form the arch through which Jean Hatton, assistant 
to Fulton Lewis Jr. of Mutual, will walk when she weds Naval Lt. 
Harold D. Fangboner in Washington late this month... 

James Picker, pres. of Picker X-Ray Corp. and member of the 
Advertising Club of New York, has voluntarily turned back more than 
$1,000,000 in profits in medical equipment sales to the government. . . 
Ralph W. Prentiss, of Intl. Paper Box Machinery Co., gave his daughter 
Elizabeth away to a graduating cadet, J. F. Johnson, in a traditionally- 
colorful military wedding at West Point. . . 

James S. Schoff, pres. of the Fair dept. store, has been elected pres. 
of the Chicago Better Business Bureau, succeeding Sterling Peacock of 
N. W. Ayer. Maurice H. Needham, pres. of Needham, Louis & Brorby, 
has been elected a vice-pres. of the BBB... 


‘Fly for Navy’ 
Slogan Credited 


to Otis Beeman 


Chicago, Mareh 4.—Creation of 
the slogan “Fly for Navy” has been 
officially credited to Otis Beeman, 
of Wallace - Ferry -Hanly, in the 
wake of the naval recruiting cam- 
paign in Oak Park, Chicago suburb, 
which established the pattern for all 
naval aviation recruiting. The idea 
of pre-pre-flight schools also was 
born in the busy brain of the adver- 
tising man, according to documents 
of the Naval Aviation Cadet Selec- 
tion Board, Chicago. 

Mr. Beeman’s Oak Park recruiting 
campaign resulted in 390 youths 
signing on the dotted line for naval 
aviation in four months. Those who 
failed to make the grade usually 
went in some other branch of the 
Navy. About one out of three, how- 
ever, became naval flyers—an as- 
tonishingly high ratio in view of the 
rigid requirements. 

In October, 1940, 100 veterans 
formed World War I Naval Aviators 
to see what they could do to forward 
the “defense” plans of the country. 
An executive committee of six was 
named, Mr. Beeman being the only 
advertising man thereon. When 
Pearl Harbor emphasized the neces- 
sity for speeding up the tempo, Mr. 
Beeman staged an intensive cam- 
paign in the high schools of the 
western suburb, employing every 
device known to advertising. Publi- 
cation space and radio support were 
secured through the cooperation of 
advertisers, who were glad to devote 
part of their space or commercials 
to naval aviation. 


Sets Countrywide Pattern 


Youngsters signing up at the Oak 
Park Club, headquarters for the 
campaign, complained that they 
weren’t put to work quickly enough, 
so Mr. Beeman conceived the idea 
of a pre-pre-flight course in which 
they could brush up on mathema- 
tics and physics and learn the inter- 
national code. Faculty members of 
Oak Park High contributed their 
services for night classes. Lt. Comdr. 
Carl G. Olson, officer in charge, 
Naval Aviation Cadet Selection 
Board, Chicago, commented: “This 
course blazed a trail for similar 
schools throughout the territory.” 
The board presented Mr. Beeman 
with a citation “in recognition of 
distinguished and valuable services.” 

D. J. Brim Jr., Lt. Comd., Bu- 
reau of Aeronautics, Navy Depart- 
ment, Washington, wrote: “We have 
organized 20 colleges for Naval 
Flight Preparatory Schools. Sin- 
cere thanks for your fine work.” 

John Downes, Rear Admiral, 
U. S. Navy, and Commandant, Ninth 
Naval District, commented: “I un- 
derstand Mr. Beeman was the orig- 
inator of the slogan, ‘Fly for Navy,’ 
which keynoted the recent cam- 
paign. The Navy is deeply apprecia- 
tive and grateful.” 


— 


Mr. Beeman said: “When an ad. 
vertising man tackles a job he 
usually spouts so much about his 
wisdom that his aids become dis. 
couraged and decide to let him do 
most of the work. I am a horribje 
example of the pernicious effects 
too much conversation.” 


Britain Goes Al] 
Out in Promotion 


tor Saving Funds 


London, Feb. 16.— Window dis. 
plays, exhibits and films wil] be 
called upon during coming weeks to 
help make a success of Britain’, 
largest savings campaign to date. 
with a series of “Wings for Victory” 
weeks. 

Last year promotion of a “War. 
ship Week” resulted in the raising 
of approximately $584,000,000 jp, 
London alone, and organizers of the 
“Wings for Victory” drive hope to 
take in at least $600,000,000. Lon- 
doners will get their chance to con- 
tribute to the fund during the week 
of March 6-13 and the promotion 
will spread later to other communi- 
ties throughout the country. 

Store owners have offered 50,000 
windows for the drive, and govern- 
ment officials have prepared 6,000 
displays to be shown in successive 
weeks. Exhibitions have been 
booked for a total of 300 towns and 
short films arranged by the National 
Savings Committee will be shown 
in movie houses, factories and even 
market places by means of mobile 
projection units. 


Senate Bill Asks 
Changes in FCC 


Senators Wallace White of Maine 
and Burton K. Wheeler of Montana 
last week introduced a new bill 
seeking changes in the federal com- 
munications act of 1934. By no 
means a drastic reorganization bill, 
since the present commission could 
continue to function under it if it 
becomes law, the measure provides 
that two divisions shall be set up, 
one concerned with public com- 
munications, such as radio, and one 
concerned with private communica- 
tions, such as the telegraph and 
telephone companies. This has been 
a feature of most of the bills intro- 
duced amending or changing the 
act. 

Another provision of the bill re- 
quires broadcasts of a political or 
controversial nature to identify all 
speakers, whether the program is 
sponsored or sustaining. Equal time 
granted to both sides on controver- 
sial issues is retained in the bill. 


Safarik Joins Cook 

A. R. Safarik, formerly with the 
Tea and Coffee Trade Journal, has 
been appointed business manager of 
the Voluntary and Cooperative 
Groups Magazine and The Self- 
Service Grocer, New York, pub- 
lished by Cook Publications. 
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ADVERTISING AGE 


Food Advertisers 
Help Ease Shock 
of Rationing 


(Continued from Page 1) 


large space in newspapers that its 
products are still on the unrationed 
list. It, too, however, gave its ad- 
vertising an altruistic turn by urging 
the public to “shop earlier in the 
day, early in the week, and only 
once a week, if possible, to lighten 
congestion in the store.” It ex- 
plained some of the new problems 
of the grocer in these words: 

“The man who runs your grocery 

store has his headaches these days. 
For months, in the face of short- 
ages and lack of experienced help, 
he’s been trying to carry on. Now 
he has a brand new problem—point 
rationing. He has to collect the 
stamps from you as well as the 
sash.” 
’ Kellogg advertising concluded 
with the assurance that Kellogg 
cereals will continue to be available 
to the millions of American families 
who are depending on cereals more 
than ever. 


Ward Pushes Enrichment 


Ward Baking Company stepped 
into the breach with newspaper 
copy showing how bread fills the 


nutritional needs of everyone. The | 


Ward copy, which also pointed out 
how complicated life has become for 
the retailer, carried a chart show- 
ing that six slices of Tip-Top en- 
riched bread contain 37.5% of the 
vitamin B required daily by adults; 
21% of the phosphorus; 15% 
the iron; 14% of the calcium; 7% 


of riboflavin. The figures were based | 


on data from the Federal Register. 

The Hoxie Fruit Company, Des 
Moines, found point rationing a 
natural for exploitation of its fresh 
fruits and vegetables, sold under 


Blue Goose, Royal Purple and other | 


brand names. It used half pages 
n Des Moines newspapers to indi- 
cate that the cornucopia is still 
overflowing. 

Marshall Field & Co., Chicago, 


presented a new food department | Remley copy described the organi- | devoting 


under the mouth-watering name of 
“The Pantry” as rationing arrived. 
“Now that you’re buying less proc- 


essed foods,” it explained in Chicago | 


newspapers, “you want even better 
quality than before. That’s why we 
open The Pantry to bring you the 
same high quality in food you’ve 
ilways found in everything at Mar- 
shall Field & Co. Remember, you 
get more vitamins, more flavor, 
more goodness from your points 
when you buy quality foods. We've 
culled the best from the nation’s 
food sources to bring you and your 
family these aids to better eating. 
So hold those food stamps until you 
see the grand selections at The Pan- 
try.” 

Retail copy throughout the coun- 
wy generally featured the ration 
points of each food as well as the 


ADDRESSES 


COUNTY AGENTS 


HOME DEMONSTRATION AGENTS 
OTHER AGRICULTURAL LEADERS 
COMPLETELY REVISED UP-TO-DATE 


'f your business is in the Agricuftural field, 
you will find this aceurate information very 
valuable. 28 years of Publication. Contains 140 
Paces. Price $5.00 postpaid. Just off the Press. 
Mgiling New. 


COUNTY AGENTS DIRECTORY 


223 W. Jackson Blvd. Chicago, 11. 


————— 
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FOR SHOPPERS 


"SiauinieDs 
ay I Dont Risk Yo" Ration 


Finest Quality Costs No More in Pounrs 


SEF ORE YOU SHOP CLIP AMD FRA om Teme | 


v POINTS ARE LIMITED 
Ce ee 


INZ57)Varverees 


yOUR BaTIOom 


These are among the advertisements 

which greeted food buyers last week as 

ration point buying went into effect for 
the first time, 


price. Kroger’s Cleveland advertis- 
ing was embellished with this extra 
column. Kroger also emphasized 
the fact that it requires no more 
points to buy high quality than 
cheaper grades. 

In Los Angeles, Safeway Stores 
used strip advertising to introduce 
a new type of information clerk— 
a specialist who can answer any 
question put by perplexed house- 
wives. 
| way Stores, copy added, carries the 
| point value as well as price, and 
sales slips will indicate both indi- 
vidual and total point values. 

Atlantic & Pacific Tea Company 
featured non-rationed foods in most 
of its Pacific Coast advertising in 
newspapers. Fresh fruits and vege- 
tables had the place of honor in 


most cases, and the copy indicated | 


| the type of vitamin which each con- 
tains, 

“All points point to Food Center 
!and Jim Remley,” that St. Louis 
organization told newspaper readers 
|in double trucks. The advertising 
| featured, among other items, home 
| canning supplies, as a reminder to 
housewives who are going to enter 
|the canning business this year. 


|}zation as “dollar stretchers,” an 
;}economy appeal which has been 
strangely lacking recently in much 
retail advertising. 

Checking Device Saves Pime 

Kroger Grocery & Baking Com- 
pany introduced a mechanical inno- 
vation in Cleveland newspaper copy, 
telling the public how this device 
does away with bottlenecks at the 
check-out counter. The Kroger food 
container is made in compartments 
| to facilitate checking. A new coun- 
iter slide enables the cashier to 
|handle the heaviest loads quickly 
and easily. Actual photographs were 
|used to show how this invention 
saves time and eliminates confusion 
land mistakes. Kroger also an- 
/nounced that patriotic local women 
| have volunteered to act as informa- 
tion clerks in its stores without 
charge. 
| Some of the fears harbored by 
| independent grocers were expressed 
in newspaper copy by Malmstadt’s, 
| Marinette, Wis. The store pointed 
out that each retailer’s future inven- 
tory will be determined by the 
amount of ration points taken in 
|}during March. 


“Vote to Retain” Store 


“Every ration point you bring to 
your neighborhood store,” said the 
advertising, “is a vote to retain your 
|neighborhood store.” The copy as- 
|serted that there should still be a 
place in the scheme of things for 
ithe grocer who extends credit and 


— 


SARRA inc. 


has an unusual opportunity for a top-notch rep- 
resentative to promote and sell quality black and 
white and color photographic illustrations in 
Chicago. Write fully, giving age and experience. 


+ 9 


Every rationed item in Safe- | 


gi +S ee 


performs delivery and other serv- 
ices. 


Mentions Cooking Skill 


In color copy in This Week Maga- 
zine and other magazines, Spry 
pointed out a fact which was absent 
from most food copy—that extra 
cooking skill is needed if the woman 
who presides over the destinies of 
each household is to capture the 
dual qualities of high nutrition and 
satisfying flavor. Spry offered a 
recipe for baked stuffed choplets as 
guaranteed to fill these require- 
ments. 

Chicago newspaper stories indi- 
cated that housewives are deeply 
impressed by the fact that cans of 
baby foods carry a penalty of only 
one point each. The inference is 
that some adults are going to be 
served prepared baby foods unless 
they protest. 

Station WBBM, Chicago, distrib- 
uted a point rationing budget guide 
to those responding to invitations on 
two programs, “Foods for Freedom” 
and “Midwest Mobilizes.” 


Offer Many Suggestions 


Meanwhile, newspapers and mag- 
azines have offered housewives lit- 
erally thousands of suggestions on 
how to use available food supplies 
to the best advantage, while Na- 
tional Broadcasting Company is 
contributing to clarification of the 
situation with a weekly program 
from the OPA, Washington. 

With citrus fruits still unrationed, 
but electrical juicers unavailable, 
Kroger’s Detroit stores helped con- 
centrate attention on these products 
by offering a glass juicer and pitcher 
for ten cents. In Detroit, as else- 
where, Kroger featured its own 
| brands with the reiteration that fine 
quality consumes no more points 
than less desirable foods. 

Packers Michigan-owned and 
operated stores devoted virtually all 
of their newspaper advertising to 
non-rationed foods, with the advice, 
'*“Don’t Let This ‘Point Business’ 
Worry You.” 

Wrigley’s Detroit super markets 
divided the rationed and unrationed 
foods by according a star to the 
latter in newspaper advertising, this 
device making for economy of space. 

Thorofare Super Markets, Pitts- 
| burgh, conceived the novel idea of 
| featuring foods at “a penny a point,” 
a box in its newspaper 
copy to products on which points 


and prices are identical. The list 
j}included apple sauce, 8 of each; 
plums, 15; kraut juice, 8; apple 


juice, 10; tomato juice, 8, and so on 
down the line. 


| ‘Parent's’ Survey 
Reveals Support 
for Grade Labels 


New York, March 4. 
informative labeling and advertis- 
ing, but strong support of grade 
| labeling, were revealed in a recent 


Approval of 


|poll of 1,380 “consumer advisers” 
of Parent’s Magazine. 

Of 809 housewives answering 
|Parent’s questionnaire, 578, or 


| 71.4%, reported that they read labels 
more often than in former years. 
Approximately 26.5% reported read- 
ing labels “about the same,” and 
1.5% “less often.” 

A total of 91% expressed interest 
in buying all commodities by grade, 
6.7% were opposed to grades, and 
2.5% expressed no preference. Rea- 
sons for favoring grade labeling 
included quality, time-saving, and 
economy of lower grades. 
| Some 76.1% of those polled re- 
| ported the impression that they get 
more information about products 
from advertising today than they 
|did three or four years ago, com- 
pared with 17.8% reporting “the 
same amount,” and 3.5% “less in- 
formation.” 


Appoints Malcolm-Howard 

Practical Supply Company, Chi- 
cago, has appointed Malcolm-How- 
ard Advertising Agency to handle 
its account. The company has 
launched a campaign using comic 
page advertising in the Chicago area 
on a test basis. 


Named Adclub Directors 


The San Francisco Advertising 
Club has appointed three new mem- 
bers to the board of directors: Eva 
Whitthorne, advertising manager, 
Consolidated Millinery Company; 
Herbert Cayford, manager, Beau- 
mont & Hohman; and George D. 
Gavin, assistant to the vice-presi- 
dent, Tide Water Associated Oil 
Company. 


WARTIME TRIBUTE 


Our Hat Is Off to the Executive 
of the Home Front 


Rie 
XECUTIV 6 


‘Formerly Known os Mrs Mowsewrte) 


FLEETWOOD 
SupAROMAtized 


COFFEE 
7 


every ravoar 1O%in WAR BONDS 


Impressed with the duties a housewife 

must perform in wartime, Henry King, 

president of Fleetwood Coffee Co., Chat- 

tanooga, believes she merits the title 

"Home Executive.” The idea is presented 

in this full-page message in the Chat- 
tanooga Times. 


New Wesson Copy 
Plays Up U.S. 


Nutrition Drive 


New Orleans, March 3.—While 
most food advertisers are switching 
their copy to factual presentation 
of point rationing and other govern- 
ment nutrition and food conserva- 
tion drives, Wesson oil has swung 
for contrast to light, fanciful limer- 
icks. 

The Wesson Oil & Snowdrift Sales 
Company this week initiated its 
new 1943 campaign for Wesson oil 
in women’s service magazines with 
copy that is both fanciful and in- 
formative, supporting government 
food campaigns. 

Four jingles have been woven 
into the initial copy to coincide 
with: (1) Women’s new role in 
wartime; (2) wartime importance 
of nutrition; (3) extra need for 
variety in salad dressing; and (4) 
importance of quality foods. 

The wartime conversion from the 
familiar Wesson green and white tin 
can to an amber color glass bottle 
is also strongly emphasized. The 
same label has been retained to 
establish the product’s identity. 


Half-page, full-color bleed inser- 
tions will run until September in| 
Good Housekeeping, Ladies’ Home | 
Journal, McCall’s, and Woman’s 
Home Companion. 

For added impetus, Wesson has | 
taken a fifteen-minute spot over 
the Columbia Broadcasting Systera, | 
Mondays through Fridays, at 3 
p. m., EWT, featuring Frank Crumit 
and Julia Sanderson. 

Kenyon & Eckhardt, New York, 
and Fitzgerald Advertising Agency 
handle the account jointly. 


Reinhold Publishing 


Makes Appointments 


Gilbert E. Cochran and William 
P. Winsor have been elected vice- 
presidents of Reinhold Publishing 
Corporation, New York. Prior to 
joining the Reinhold organization 


Mr. Cochran was advertising man- 
ager of Benjamin Electric Mfg. | 
Company, leaving that position to | 
become Chicago district manager of 
Chemical Engineering Catalog and 
Industrial and Engineering Chemis- 
try in 1927. He will continue his | 
Chicago office, with the title of 
western vice-president. Mr. Win- 
sor joined Reinhold in 1927 as dis- 
trict manager of the Cleveland office 
in charge of Chemical Engineering 
Catalog and Industrial and Engi- | 
neering Chemistry. In 1931 he was | 
made advertising manager of Metals | 
and Alloys and later named busi- | 
ness manager. 

John G. Belcher, for six years | 
western representative of Pencil | 
Points and Metals and Alloys in 
Chicago, has been appointed = Aland 
tising manager of New Pencil | 
Points. His headquarters will re- 
main in Chicago. 


Krueger Names Wood 


Arthur M. Wood, former presi- 
dent and general manager of the 
“Milwaukee Downtown Shopping 
News,” which has suspended publi- 


cation for the duration, has been | 


reappointed sales manager and sec- 
retary of W. A. Krueger Company, 
Milwaukee. 


Joins Ohio Agency 

Ann Koblitz, former assistant ad- 
vertising manager of B. R. Baker 
Company, Cleveland, has joined the 
staff of Ohio Advertising Agency, 
Cleveland. 


Keeler Joins KH] 


Edward E. Keeler, former Los 
Angeles manager of Western Ad- 
vertising Agency, has joined KHJ, 
Don Lee station in Los Angeles, as 
an account executive. 


Account to Lewis 

Interstate Sheet Metal, Inc., New- 
ark, N. J., has appointed Lewis Ad- 
vertising Agency, Newark, to direct 
advertising of Rowland Multi-Scoop 
ventilators. 
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84.6% 


of the copies are 
used by more than 


GIRS. SOW rr ARSE TT 


How important STEEL is 
regarded by the com- 
panies it reaches, is best 
indicated by the use which is made 
of each copy. To keep key men posted 
on week-to-week changes in the metal- 
working picture, STEEL is sent around 
from man to man. A recent survey 
of the plants reached by STEEL shows 
the following interesting picture of 
“man coverage.” 


How Copies of STEEL are used: 


4.6% used by 1 man 
10.8% used by 2 men 
15.3% used by 3 men 
14.1% used by 4 men 
14.6% used by 5 men 
40.6% used by 6 or more 


Remember, too, that STEEL, being 
looked upon as “company” property. 
keeps right on being used regardless 
of individual turnover in personnel. 
For a complete analysis on how and 
where STEEL is used, see the new 
Market Study available from STEEL’S 
representative. STEEL, Penton Bldg., 
Cleveland, Ohio. 


A PENTON 
Publication 
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The Magazine of 
Metalworking & Metalproducing 
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Hospital asethetion 
Honors Best Bulletins 


Awards for outstanding hospital 
bulletins were announced by the 
American Hospital Association dur- 
ing its midyear conference in 
Chicago Feb. 11-14, with the “‘North- 
eastern Hospital Bulletin,” Philadel- 
phia, being judged the best monthly 
publication by a single hospital. 

The ‘“Crouse-Irving Bulletin,” 
Syracuse, N. Y., was selected as the 
best quarterly bulletin issued by a 
single hospital, and the “Association 
News” of the Texas Hospital Asso- 
ciation was voted the best bulletin 
issued by a hospital association or 
council. 


‘Tribune’ and ‘Inquirer’ 
Roto Sections Go Tabloid 

Effective April 18, color picture 
sections in roto, tabloid size, will re- 
place the standard-size Sunday roto 
sections of the Chicago Tribune and 
Philadelphia Inquirer, C. E. McKit- 
trick, general manager of the First 
3 Markets Group, has announced. 

As a result of the change, de- 
signed primarily to facilitate news- 
print conservation, a substantial in- 
crease in the number of available 
color pages will be made, and page 
sizes in all three members of the 
group will be uniform. The New 
York News, third member of the 
group, regularly publishes a tabloid 
size roto section in color. 


YOUR 
BEST 
BET... 


for Winning the 
Service Men's Market 


POST 
EXCHANGE 


* MORE THAN 6,000,000 
soldiers, sailors, marines 
and coast guardsmen. .. 


* WHO BUY... and buy 
...AND BUY! 


* NEARLY EVERYTHING 
that they ever bought 
in civilian life! 


* MOST OF THEM with 
more money to spend 
than ever before! 


To reach the buying officers of 
camp exchanges and ships’ ser- 
vice stores of all the armed 
forces 


YOUR BEST BET IS 


POST EXCHANGE! 


283 advertisers... 152 pages 
of advertising . . . in the 
February issue of POST EX- 


CHANGE! We 
repeat . your 
best bet is 


292 MADISON AVE. - NEW YORK, N.Y. 
CHIGAGO 
‘Warley L Ward, nc 
360 H. Michigan Ave. 
ea 


Victory Art Wins 
Special Awards in 
Chicago Exhibition 


(Picture on Page 35) 


Chicago, March 4.—The war effort 
was reflected in prize-winning ad- 
vertising art this week as the Art 
Directors Club of Chicago an- 
nounced the winners in its 1943 ex- 
hibition at the Art Institute. The 
showing will continue through 
March. 

Under the direction of Don Mc- 
Cray, exhibition chairman, judges 
picked medal award winners and 
honorable mentions in six classifica- 
tions, and also judged the entire ex- 
hibit of 300 pieces for contributions 
to the war effort. 

Three medal awards were made 
for Victory art, with one award, i 
the mass magazine classification, go- 
ing to artist Robert Fawcett. Michael 
Sarisky was the art director for this 
work, Chesapeake & Ohio the ad- 
vertiser, and McCann - Erickson, 
Cleveland, the agency. Other Vic- 
tory art awards included: newspa- 
pers, Underwood & Underwood II- 
lustration Studios, artist, William J. 
Sanning, art director, and Hamilton 
County War Bond Committee, ad- 
vertiser; and posters, Armstrong 
Roberts, artist, Victor B. Wells, art 
director, Sheldon-Claire Company, 
advertiser, and Ben W. Schenker, 
agency. 

Medal awards also were made in 
the following divisions: 

Mass Magazines 

Color Illustration—artist, Ben Stahl; 
art director, Paul Roman; advertiser, 
Bell Aircraft; agency, Addison Vars, 
Inc., Buffalo. 

Black and White LIllustration—artist, 
Irving Nurick; art director, Kenneth 
White; advertiser, International Cellu- 


cotton Products Company; agency, 
Foote, Cone & Belding. 
Color Photograph — artist, Nickolas 


Muray; art director, L. H. Ingwersen; 
advertiser, Swift & Co.; 
ter Thompson Company. 

Design of Complete Advertisement— 
artists, Kar] Oeser, photo, W. A. Sharon, 
retouching; art director, Charles R. 
Prilik ; advertiser, Parker Pen Company ; 
agency, J. Walter Thompson. 
Trade Magazines 

Black and White Photograph—artist, 
Stephen Deutsch; art director, Taylor 
Poore; advertiser, Collins, Miller & 
Hutchings. 

Black and White Illustration—artist, 
Steven Skibo; art director, Clarence N. 
Johnson; advertiser, Reading-Pratt & 
Cady Division; agency, Reincke-Ellis- 
Younggreen & Finn. 

Design of Complete Advertisement— 
artist and art director, Joe Feher; ad- 
vertiser, Collins, Miller & Hutchings. 
Newspapers 

Color Illustration — artist, Susanne 
Suba; art director, Frances Owen; ad- 
vertiser, Marshall Field & Co. 

Line Illustration—artist and art direc- 
tor, F. Strobel; advertiser, Chicago Sun. 

Black and White Illustration—artist, 
Dorothy Christy; art director, Frances 
Owen; advertiser, Marshall Field & Co. 

Black and White Photograph—artist, 
Underwood & Underwood Illustration 
Studios; art director, William J. San- 
ning; advertiser, Hamilton County War 
Bond Committee. 

Design of Complete Advertisement— 
artist, Gilbert Seehausen; art director, 
Sidney A. Wells; advertiser, Standard 
Oil Company (Ind.); agency, MeCann- 
Erickson. 

Direct Mail 

Color Illustration—artist, Bernard La- 
Motte; art director, William Harris; ad- 
vertiser, Marshall Field & Co. 

Design of Complete Folder—artist 
Clyde Heichel; art director, 
Wetherell ; 
j Ine. 

Design of Complete Booklet—artist, 
George Kepes: art director, Egbert G. 
Jacobson: advy ertiser, Container Cor- 
| poration of America. 

Design of Educational Portfolio—ar- 
tist, Howard Guernsey ; art director, — 
Smith; advertiser, Hart Schaffner 


igency, Batten, Barton, Reontens 
| & Osborn. 


| Posters 

Color Illustration artist; Howard 
Scott; art director, Michael Sarisky: ad- 
vertiser, Standard Oil Company (Ohio): 
agency, McCann-Erickson 

Still Life Illustration—artist, 
E. Heinzerling; art director. 
W. Boulton; advertiser, 
pany; agency, J. Walter Thompson 

Design of Complete Poster 
Harold Osbar, photo, Henry M. Peavey, 
retouching: art director, Victor B. 
Wells advertiser, Sheldon-Claire Com- 
pany; agency, Ben W. Schenker. 
Special Newspaper Campaign 

Black and White Pho 


Karl Oceser 


Warren 
advertiser, J. M. Bundscho, 


Charles 
Frederick 


tograph—artist, 
art director, M. Seklemian: 
advertiser, Community Fund of Chi 
Montgomery Ward & Co 
pacity of agency. 


cago: 
acting in Ca- 


‘Fisk Names Agency 
Fisk Tire division of U. S. Rubber 


Company has placed its export 
account with Export Advertising 
Agency, New York. R. H. Otto is 


| account executive. 


10 CIVILIANS 


TIP TO P TA ILORS 


Tip Top Tailors Ltd. has launched a series 
of advertisements in Canadian daily and 
weekly newspapers explaining why civilian 
customers sometimes must wait for de- 
livery of new garments and urging them 
to order early only the clothes they must 
have, This manufacturer-retailer is devot- 
ing 80%, of its production to war work. 
McConnell, Eastman & Co., Toronto, is 
the agency. 


WPB Orders 7% 
Cut in Malt Used 
for Beverages 


Washington, D. C., March 4.—In 
order to conserve malt for the mak- 
ing of industrial alcohol, the War 
tion Board this week issued 
an order reducing the use of malt 
and malt syrup for the brewing of 


agency, J. Wal- | 


Kellogg Com- | 


artists, | 


beer. In the manufacture of beer, 
ale, stout, near-beer and similar 
| beverages, brewers must use 7% 
less than they did in 1942. 

This does not mean that the sup- 
ply of beer will be reduced, WPB 
/noted, explaining that rice and other 


;| grains may be used in conjunction 


|with malt grains without impairing 
the quality of the beer. 

The order, effective March 1, spe- 
cifically: (1) exempts small brew- 
ers from the cut (any brewer using 
less than 70,000 bushels of malted 
grain during the year may produce 
the same amount he did in 1942); 
(2) provides that brewers may not 
maintain in inventory a supply of 
malted grain or syrup exceeding 
10% of the quantity used by him in 
1942; (3) states that the supply of 
barley, the grain used chiefly in 
making malt, is plentiful — but the 
demand of malt for munitions and 
other war materials exceeds the 
capacity of the malt factories; (4) 
provides that if a brewer is also en- 
gaged in making malt or malt syrup, 
he may not keep in inventory more 
of the product during any one month 
than he had during the correspond- 
ing month of 1942. 


Standard Oil Issues 


New Farmers’ Handbook 
Standard Oil Company of Indiana, 

Chicago, through its local represen- 

tatives has started distribution of a 


,|new handbook for farmers, entitled 


“Dawn to Dusk.” 

The 66-page booklet offers helpful 
| Suggestions for wartime farm man- 
|agement, engineering advice on 
operation and maintenance of trac- 
tors, cars and trucks, and hints for 
| farm homemakers. 


Joins ‘Good House’ 


| Thomas B. Coleman has joined 
| the advertising staff of Good House- 
keeping. He has been on the execu- 
tive staff of John Blair & Co., and 
previously was associated with Biow 
Company, 
Stirling Getchell, Inc. 


Tolg Joins BBDO 


Russell W. Tolg, formerly with 
the Blue Network, has been named 
radio director of Batten, Barton. 
Durstine & Osborn, New York. Cora 
Hawkinson has been promoted as 
his assistant. 


WDEL Boosts Power 


Station WDEL, basic NBC outlet 
in Wilmington, Del., has increased 
its night power to 5,000 watts. Its 
frequency of 1150 k.c. and day 
power of 5,000 watts remain un- 
changed. 


a ———— 


“Positions Wanted,’ 
tives Available,” 
with order. 
$2.75; 1 to 3 in., $4.75 per inch. 


36 cents a line 


The Advertising Market Place 


The rates for this department are as follows: “Hel 
“Representatives Wanted,” and “Representa 


All other classifications (single insertion rates) : % iy 


Wanted,” 


minimum charge $1. Terms cash 


PHOTOGRAPHY 


re 


HELP WANTED 


PHOTOGRAPHIC ASSIGNMENTS 
brilliantly executed anywhere in the 
U. S. Our net-work of 2,000 photog- 
raphers is tops. Also stock pictures, 
kodachromes all subjects. Free-Lance 
Photographers Guild, Inc., 219 E. 44th 
St.. New York City. 


Lord & Thomas and J. | 


HELP W ANTED 


Asst’. Acct, Exec, 
Must have agey. food exp. $10,000 
OS han RITER—Major agcy. exp. $8- 
15, 
ACCT. EXEC.—Engineering training 
$7-10,000 
RADIO TIME SALES—$7500 
ASS’T. SPACE BUYER — Man or 
woman, Open 
ASS’T. PROD. MGR.—Agcy. exp. Open 
3 LAYOUT ARTISTS cys. $3900 
3 MAGAZINE REPS.—$5,000 
ASS’T. ADV. MGR—Chemical training 
$4,000 plus 
COPYWRITER—Agcy. $3600 
Girls 
Positions open—copy, layout, produc- 
44 secys., stenos., typists and cler- 
cal. 


No obligation to register. 
Sinclair-Masterson Personnel 
310 S. Michigan Ave.—Suite 1749 
Chicago—HAR. 6003 — 


EDITOR—Energetic live wire wanted 
by New_York merchandising business 
paper. Must be good mixer and good 
contact man, with snappy and versa- 
tile writing ‘style. Experience in pro- 
motion and merchandising highly de- 
sirable. Attractive job at good sal- 
ary for man with proven qualifica- 
tions. Our organization knows of this 
advertisement. 

Box 3995, ADVERTISING AGE, N. Y. 


Wanted—INDUSTRIAL 
PUBLICATION SALESMAN 

Large and well-known publishing 
house (having two industrial business 
publications — monthly), with  sub- 
stantial performance records behind 
it and which is strategically en- 
trenched directly in the path of post- 
war developments, seeks a_ serious- 
minded, construetive, and aggressive 
advertising space salesman. 

This man must have a proven, un- 
impeachable record in industrial ad- 
vertising generally. Preferably he 
should be one who has previously sold 
space and has contacted advertisers 
and agencies in the area which in- 
cludes greater New York and eastern 
states and adjacent territory. 

The man, who must measure up to 
the opportunity offered by this job, 
will be chosen immediately from 
among those who will write giving 
age, education, experience and income 
range. 

Those in our organization know of 
this announcement. letters re- 
ceived will be considered confidential. 
Box 3984, ADVERTISING AGE, Chgo. 

ADVERTISING INDUSTRIAL 
A permanent position assisting adver- 
tising manager of prominent Pitts- 
burgh industry. The man we seek 
must have experience in industrial 
advertising both trade paper and di- 
rect mail. Must have ability to assist 
on copy, layout and production. Ex- 
perience in some phase of the elec- 
trical industry is desirable and some 
experience in industrial advertising 
is absolutely required. A man of 
ability can make himself a real op- 
portunity with this organization. 
Box 3996, ADVERTISING AGE, N. Y 


SALESMEN WANTED 
Advertising salesmen now 


space in Magazines, etc., to solic 
space-distribution contracts on adver. 
tising book matches for nationa)), 
known book match mfr., in spare time 
Unusually fine sideline opportuni. 
for men contacting national account. 


or local accounts advertising on , 
large scale, 15% commission. Wrij;, 
for details today, and tell wu 
yourself. 

Box 3971, ADVERTISING AGE, Chg, 
Chicago publisher wants Oa yertising 
manager. Trade monthly. M) 

whiz in type mark up of ad ball) 
Hard work rather than brillia: t ideas 
is needed. 

Box 3991, ADVERTISING AGE, Chgo 


__ POSITIONS WANTED 


I Want Wings! 


about 


After 15 years of editorial and adver. 
tising work in three major indus stries 
I want to connect up with the ayia: 
tion industry in some spot where m) 
background can be used. | don‘ 
know an aileron from a stabilizer 
But I can learn, brother, I can learn, 
Agencies, air line operating _ firms 
aircraft builders—what have you to 
offer? Am 38, married, draft- exempt 
personable, ‘able writer, healthy 
sober, and willing to go anywhere for 
the right opportunity 

Box 3999, ADVERTISING AGE, Cheo 


Young man, 4F, college, employed 2 
yrs. leading Adv. Agcy. doing account 
detail work, desires position as as. 
sistant to acct. exec. Reference. 
Box 4000, ADVERTISING AGE, N. y 
TO A CHICAGO AGENCY THAT 
WANTS AN ART DIRECTOR OR 
ARTIST: 
Box 3994, ADVERTISING AGE, Che 
Space salesman and business paper 
reporter available to represent pub- 
lisher in the East. Experienced in en- 
gineering and medical fields. Com- 
mission basis preferred. 
Box 3998, ADVERTISING AGE, N. ¥ 
Advertising, merchandising man dis- 
placed by War with broad mail order, 
retail, manufacturer background, in- 
vites comparison of your require- 
ments with his experience.  Draft- 
exempt. Age 29. 
Box 3992, ADV ERTISING AGE, Cheo 
Western Advertising Manager 
Seeks Better Opportunity 


Now representing a well known trade 
publication in Chicago and Middle- 
West. Conditions beyond ~ contro! 
necessitates change. Present employ- 
ers highly pleased with splendid rec- 
ord of performance. Broad _ experi- 
ence in advertising, merchandising 
and selling. Interested in represent- 
ing a publication or an agency requit- 
ing a New Business Getter or a Manu- 
fac — a as Sales Manager or District 
Manag 

30x 399 ‘3, ADVERTISING AGE, Chgo 
Advertising executive, who has owned 
small agency, 20 years contact, retal 
industrial, direct mail; expert on lay- 
out, copy or production. Knows prin 
ing and lithographing thorough 
Over draft age, married, sober. &al- 
ary $10,000 and up. 

Box 4001, ADVE RTISING AGE, Chee 


Public relations minded ~ advertising 
manager; creative in ideas, versatile 
on copy wants berth today where op- 
portunity and salary do everything 
but sleep. Uni. grad., Draft 4-H, now 
employed. 


Box 4002, ADVERTISING AGE, ‘ 


Smith Joins Shulton 


Henry E. Smith has joined the} 


New England sales force of Shulton, 


Inc., as assistant to Raymond M 


| Voree, sales representative in the 
| territory. 


True 


goes 


Favorite Magazine 


: iggest circulation in True 


Story history — now, to direct its sales 


to those who want it most 


Story * 


back 


to T° 


*For 23 Years the Wage Earners’ 
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ADVERTISING AGE 
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a 


Douglas Shoe 
Inaugurates News 
Program Over MBS 


New York, March 4.—W. :.. 
Douglas Shoe Company will sponsor 
news commentator John Stanley 
over 14 stations of Mutual Broad- 
casting System beginning March 7, 
10:30 to 10:45 p. m., EWT, and 
weekly thereafter. The program, 
entitled “Tonight’s World News,” is 
also aired coast-to-coast and is 
available to other Mutual stations 
on a sustaining basis. 

Harold Cabot & Co., 
handles the account. 


Renews Upton Close 


Lumbermens Mutual Casualty 
Company has renewed its 15-minute 
news spot featuring Upton Close for 
an additional 13 weeks over 60 MBS 
stations. The program is aired Sun- 
days from 6:30 to 6:45 p. m., EWT. 


Replaces Stoopnagle 


Victor Borge, Danish comedian, 
will replace Lemuel Q. Stoopnagle 
as star of “The Lion’s Roar” begin- 
ning March 8, The five-minute pro- 
gram is sponsored by Loew’s, Inc., 
for M-G-M Pictures over the Blue 
Network Monday through Friday at 
7p. m., EWT, on 51 stations. Dono- 
hue & Coe, New York, is the agency. 


Trimout to Blue 


Trimout Clothing Company, New 
York, will return to the Blue Net- 
work for the fourth successive 
season Sunday, March 28, with a 15- 
minute broadcast. Dorothy Thomp- 
son will be the commentator, with 
the program heard Sundays from 
9:45 to 10 p. m., EWT, over 64 sta- 
tions. Emil Mogul, Inc., New York, 
handles the account, 


Quaker Takes Full CBS 


The Quaker Oats Company has 
renewed and augmented its half- 
hour niche on CBS by scheduling 
th full network for “That Brewster 
Boy,” beginning March 5. The show 
will continue in the same spot, Fri- 
day from 9:30 to 10 p. m., EWT. 
Ruthrauff & Ryan is the agency. 


Feen-a-Mint Renews 


Feen-a-Mint has renewed “Dou- 
ble or Nothing” over Mutual for 13 


Boston, 


ea 


MIZEN PAINTING AIDS RED CROSS DRIVE 


i 


Frederic Mizen, Chicago illustrator, contributed the painting for the poster which 


launched the Red Cross War Fund drive. 


Shown with Mr. Mizen is G. W. 


Cunningham, advertising manager of Sears, Roebuck & Co., who is chairman of 
the advertising and publicity committee for the Chicago chapter's campaign. 


program is aired Friday evenings 
from 9:30 to 10 p.m., EWT, over 207 
stations. 

William Esty & Co., New York, is 
the agency. 


Roma Wine Goes CBS 


Roma Wine Company made its 
debut as a CBS advertiser today, 
with “Fiesta Rancho,’ new show 
starring Leo Carillo. Program will 
be broadcast over 95 stations Thurs- 
days from 8 to 8:30 p. m., EWT., 
with the repeat broadcast at 12:30. 

McCann - Erickson, New York, 
handles the account. 


Druggist Groups 
Accused of Price 


Fixing in New York 


New York, March 5.—The Na- 
tional Association of Retail Drug- 
gists, ten local druggist associations 
in this area and 17 individuals were 
indicted here yesterday on charges 


McGee & Molly, 
Kate Smith Set 
All-Time Records 


New York, March 4.—Fibber Mc- 
Gee and Molly established an all- 
time listening record for half-hour 
programs during February, with a 
CAB rating of 44.5, the Cooperative 
Analysis of Broadcasting revealed 
today. 

The previous 
rating of 42.8 was set by the Jack 
Benny program in February, 1941, 
and equalled by Fibber McGee and 
Molly one year later. The all-time 
record of 46.8 was set by the Chase 
& Sanborn program, then a full 
hour, in January, 1939. 
| The S. C. Johnson & Son program, 
| produced by Needham, Louis & 
| Brorby, Chicago, is heard over NBC 
at 9:30 p. m., EWT, Tuesdays. 

Another all-time record, for day- 
time commercial programs, was set 
iby General Foods’ “Kate Smith 


Frank Throop, | 
Publisher and 
Radio Head, Dies 


Lincoln, Neb., March 4. — Frank 
D. Throop, publisher of the Lincoln 
Star and vice-president of the Lee 
Syndicate, publisher of dailies in 
five midwestern states, died at his 
home here today. Mr. Throop, who 
was 64 years old, retired from active 
business affairs more than a year 
ago. 

The publisher also headed the 
Central States Broadcasting Com- 
pany, Omaha, and the KFOR Broad- 
casting and Cornbelt Broadcasting 
companies of Lincoln. 

Mr. Throop was a former presi- 
dent of the Inland Daily Press As- 
sociation. 


ROY D. BALDWIN 


Fitchburg, Mass., March 2.—Roy 
D. Baldwin, 62, advertising man- 
ager and member of the board of 
directors of Simonds Saw & Steel 
Company, died Feb. 19 after a long 
illness. 

He joined the company’s Chicago 
office in 1904 and three years later 


record half-hour | 


was transferred to headquarters in 
Fitchburg. He was a past president 
of the Technical Advertising Asso- 
ciation and was formerly a director 
of the National Industrial Adver- 
tisers Association. 


A. H. PETRUS 


Kansas City, March 2.—Funeral 
services were conducted here today 
for August Herman Petrus, man- 
ager of the Kansas City office of 
Lorenzen & Thompson, publishers’ 
representative. Mr. Petrus, who was 
61 years old, died Feb. 26 at his 
home after a lengthy illness. 


JOHN E. O’MARA 


New York, March 2.—John E. 
O’Mara, founder of O’Mara & 
Ormsby, publishers’ representative, 
died here Feb. 21 after a long ill- 
ness. Mr. O’Mara, who was 73, 
organized the company in 1904 and 
was president until his retirement 
in 1936. 


rr = . Speaks,” broadcast over CBS Mon- 

weeks, effective March 26. The|of conspiring to “fix, raise and | Gays through Fridays at 12 noon, ERNEST COLER 
/maintain” retail prices on onus) EWT with a CAB rating of 13.5|, Detroit, March 3.—Ernest Coler, 
items. : 


MARIA KRAMER 
HOTEL 
HOME witty comtort 


‘and not a care... 


| 
vom LINCOLN 


| 44th to 45th Street at 8th Ave.” 


Spacious Rooms with i 
140 0 Private Bath & Radio wa : 


John L. Horgan, Gen. Mgr. Cl 6-4500 
Special Rates fo Men in the Armed Forces 


The indictment charges that the 
practices complained of have been 
practiced since 1932 and that prices 
have been maintained “by agree- 
ments among themselves” and “by 
persuading and compelling” drug 
manufacturers to do the same. 

The indictment also charges that 
producers of items sold in drug 
stores were induced, persuaded and 
compelled to threaten to sue retail 
price violators under the state fair 
trade law, and that a system of espi- 
onage was set up, with the result 
that cut-rate druggists were boy- 
cotted and threatened with court 
action. 


for February. 
| 
| 


Jeep Artist 
Given Exhibit 


at Metropolitan 


New York, March 4. — Though 
J. W. Frazer, president of Willys- 
Overland Motors, Inc., is said to be 
cool to the idea of postwar planning, 
some of his associates believe that it 
is not too early to begin direct or 
indirect cultivation of the market 
for the car to be powered by some 
version of the engine now driving 
the Army Jeep. 


for the past 10 years publicity direc- 
tor of Ruthrauff & Ryan’s Detroit 
office, died Feb. 28 at his home in 
| Farmington, Mich. 

_ Mr. Coler emigrated to America 
,in 1895 and 10 years later became 
advertising manager of the original 
Maxwell Briscoe Motor Company. 
In 1912 he went to Toledo as adver- 
tising manager of the Willys-Over- 
land Motors. When Benjamin Bris- 
coe undertook the manufacture of a 
small, popular-priced automobile in 
Jackson, Mich., Mr. Coler rejoined 
his old chief as assistant. Later he 
went to Chicago as editor of Motor 
Life, joining Ruthrauff & Ryan in 
1932 as publicity director on the 
Dodge account. 


lowing a long illness. Mrs. Biow 
organized the Children’s Foundation 
to study the problem of evacuating 
New York’s children in the event of 
enemy. bombing. She was _ inter- 
ested in numerous educational and 
philanthropic activities. Surviving, 
besides her husband, are a son and 
daughter. 


Coughlin Missing 

Martin Coughlin, well known in 
Chicago advertising circles, is re- 
ported missing off the coast of Flor- 
ida. Mr. Coughlin was head of the 
Perlex Company, mail order con- 
cern, and also owner of Radio Pro- 
grams, Inc., before he was commis- 
sioned a second lieutenant in the 
Army air forces in November, 1942. 
He was assigned to the Florida sub- 
marine patrol. 


Malcolm Lund Joins WPB 


Malcolm Lund, who previously 
served with the text preparation 
unit of the Office of Civilian De- 
fense protection branch, has joined 
the campaigns and media branch of 
the information division, War Pro- 
duction Board. Mr. Lund, who for- 
merly was an account executive 
with Howard Swink Advertising 
Agency, Marion, O., and previously 
advertising promotional manager 
for Parker Pen Company, will serve 
with the conservation division. 


“Miller Cereals 
Prove Selling 
Pull of KSO” 


... says Kelsie D. Stone 
Any food-broker handling a 


cereal account, knows what 
competition means. But the 
intensity of that competition 


makes sales-gains doubly pleas- 
A step in this direction was taken ee ing. 
[r today when the Metropolitan Mu- DAVID C. MURRAY ‘ 
seum began a two-week display of| Detroit, March 2.—David Colden So Kelsie D. Stone, head of 
| the water colors of James Sessions, | “Bill” Murray, Detroit manager of the Des Moines office of 
Chicago artist who illustrated the | Fortune, died Feb. 28 from compli- Hagan-Stone, has reason to be 
| Willys-Overland Jeep magazine| cations following a severe attack of sot sas 
campaign. Thirteen of the Sessions | influenza. pleased with the advertising of 
paintings were introduced to the Mr. Murray joined the Fortune Miller Cereal Mills on Station 
A — _— Fgh ee — — = — x August, 1929, six months KSO. Reports Mr. Stone: 
ar yoir ssociates. ive Of} before the first issue. Previously he | pe , , 
PRINTIN the pictures feature the Jeep and|had been with Curtis Publishing | “Miller <b radio a stiff went 
eight other Sessions battle scenes. | Company and Forbes. At the time | in the Des Moines area. Using 
Sessions’ war work first appeared|of his death, he was serving his radio advertising only, Miller 
in the color rotogravure section of|second term as president of the tarted a campaign to increase 
There are a large number of concerns that _the Chicago Tribune. Later it domi- |Adcraft Club of Detroit, was a | ye of Goan Picken 1. mid. 
render one type of service and do it well... |nated Willys-Overland magazine} director of the Advertising Federa- : 
copy. Sessions is said to have been|tion of America and the Detroit winter. 
a discovery of James C. Ewell,| Community Fund, and a trustee of “ f thi ign, 
| ORN CORPORATION president, United States Advertising | the Navy-Citizens Committee of De- ae catia edule wan Te 
THE FAITHOR |Corporation, which handles _the| troit. 
| “a ‘ | Willys-Overland account. om | Wheat Flakes later on, cer- 
however, renders THREE DISTINCT TYPES The Sessions exhibit will be on MORRIS M. ROTHSCHILD tainly proves the selling pull of 
' 3 . display at the Chicago Art Institute | Chicag eee : : KSO.” 
of service—ad-setting, engraving and from March 19 to April 18, after|, Chicago, March 2.—Funeral serv- 
lashion i¢ ari . ices were held here today for Morris 
p which it will be sent on tour. I chil 
printing —and does them ALL equally | M. Rothschild, president of Green- 
Pp ll . Swink | wood Paper Company, printer, and BASIC BLUE 
well—with less effort and less cost. ‘Farne Joins Swi of Midwest Paper Company. | pela 
| Fred Parnell, formerly construc- ace e 
tion materials advertising man-| HENRY S. BECKWITH ee 
ager at General Electric Company,| Toronto, March 2.—Henry Sexton eee 
Bridgeport, Conn., has joined How-| Beckwith, one of the founders and BASIC =— 
ard Swink Advertising Agency,| former treasurer of Canadian Kodak COLUMBIA 
Marion, O. |Company Ltd., died at his home 5000 WATTS 
————— here Feb. 24. He had retired last 7 
504 SHERMAN STREET « CHICAGO ~—e e i, 
Telephone WABash 7820 Named Radio Director June. ” The Cowles Stations in 
Billie Barnes, formerly with - 
KOMO-KJR, Seattle, and prior to| MRS. MILTON H. BIOW DES MOINES 
DAY AND NIGHT SERVICE—~— that woman’s editor of KMO, Ta-| New York, March 2.—Mrs. Sophie | 
coma, has been appointed director | Taub Biow, wife of Milton H. Biow, | =e 
of radio for Strang & Prosser Adver-| president of The Biow Company, Affiliated with Des Moines Register u 
‘tising Agency, Seattle. 


died Feb. 26 at her home here fol-| 


Represented by The Katz Agency 


a 
# 


- a . 


ny > a i; 2 ot ah 2 _ Pe FONT een 4 ‘ ‘F, My ae Aone ~_ Me bi pig Cary é rei’ m . > i 4 pat fi . =. Ce se a Fi 
ee 3 ire RR SRR SR yi cae iain OR Re BR RRS Gh een i eet ree, ae es. RE eee rer eee 
Ae < ; : . : _ Bees.) Fey 
Morte ks pone: 
AS iy Mf 
7" 
j - ‘¢ poke 
pO ee ———— ee ~~ a ual eanaitay = ee ie ee 
» | | Se ae 
; :, - Po 7 
28 tee - L. ‘ 
e a H vee oD | a 
| S - 4 3 ae eae 
3 % a € . 7 : : 7 " 
} ‘ i, “ : 
g (4 a — —__—__——— 
| \ ae ee . 
\ e ee” OS Da © — 
| f \ = . = gir ey } 
- : a an 
g | ; } , ‘ a. J ae a , ue F hs 4 
i | ; . . ° * . 4? oe 
it i: ei gy. a ee 2, a 9 
Pe } é . : ot mead ¥- . i ic ; ied 
: : ia i \ a ~ j I oe a 
7 f ¢ a 5) ek * Z oA : a ae 
, 3 od af , v3 f 5 es ty 
é. 4 = ay ig Aa 
y ; % 3° ar. * | ik : oe . 
i ne &: a ee ~' Fe? 7. 
's -® LT ae ee ale 
a = ‘ a. ) es : 
re a ee allie 
. te wimg: ee. en, 
iv be 2 : : . : 2 *F aed | 
ee é ade le ea | 
1) foes 2 <* — a 4 ¥ i 
Soa 2 os Val 1a» i‘; saa : ail 
= a ah ed die sh * 2 r : ee 2 Nees” Fis ae ’ 
9 Roe : a Sigler , ee — | 
y ana a a an. : ee 
| pe oe a ee er: fe 
is | a, prin oe. ef ee aereag 2 —_—_—_—_— 
2 Riis “se: * a qo ES Fey o>. 
; ii. in ee Pp 
: ’ eas. | Me eon, 7 he oe a 
4 eine a _ ee ae = ee I 
- a ’ Z » aa br ae 7 ogee ey + Pa ; $ Z i ae ie 
»" é Seay j 
; ————— | | 
i. | 
y 
A 
- | 
| | 
s, ——— Ee 
: l 
t, 
A | 
“ 
| 
4 
. Po | 
at | : 
7 | PO  — 
J 
. Pe 
R Pe ee 
& “ t 
Q | ‘ oy ee a ° ae 
: | eee os. 4 ' 
} ze ae ¥ i a 
— a Bi iG 
> | eis aie : * ——— es 
- — i kal ou i . 
p- ON on F — * ‘ : . 
t- e 44 ~ Z a 
Pp 3 i | e 
4 . i ‘ 
‘ a Pa, = 
, Re : a  _ : 
1) -; 2 ee sf 
‘Oo en bir J Ja 4 
a ee i ee F “hia 
l- ; % “g ce , 
a sei om 2 
g - | é Ee J : 
it * ee ci. ea % x oP gee 
md — 
| | 
ee | a fe 
D- | 
\ | 
| 
‘i | | 
| | 
‘f 
1e 
- 
ee: 
paced 
a | 
. 
E" 
a 
Nee 
a 
a ot 
nets 
4 
| oe 
an 
ea 
— 
ae 
1) 
aa 
Bae 
fale 
omy, 
“he. Se 
me 
; 4 ‘ae? < : _ i a el 5 . ‘ os ote ee bo He har 


34 ADVERTISING AGE March 8, 94; 
Craig Heads B&B New Eternol Oil IT'S A BET War Department 


Radio Department 


Walter Craig has been named 
head of the radio department of 
Benton & Bowles, New York. With 
Mr. Craig in the new setup will be 
Don Cope, who will supervise pro- 
duction, and Roy Bailey, who will 
assist in the supervision of scripts. 
Kirby Hawkes, former head of radio 
production, will enter the armed 
services shortly, but will remain 
with the agency until he is sworn 
in for active duty. 

Jane Peck, formerly a member of 
the press department of National 
Broadcasting Company, has joined 
the agency’s publicity department. 


Don't let your sales 
results suffer because 
you have to cut pro- 
duction costs. New 
Pian brings you top 
quality, sales boost- 
ing photos at $1 each. 
High class models. 
Sparkling photog- 
raphy. Splendid 
IDEAS. All lines of 
business. All _pur- 
poses. All situations. 
lowups. Full repro- 
duction privileges. 
10,000 subjects. 
Puts life into every 
promotion. 


PREF! 


‘ Proofs of 
newest releases on request. No ob’ 


Copy Stresses 


Cosmetic Approach 


New York, March 3.—The Para- 
gon Distributing Corporation, maker 
of Eternol Tint oil shampoo, this 
week released its first advertising 
campaign on hair tinting with a 
cosmetic approach, using full pages 
in Harper’s Bazaar and Vogue. 

Stressing “Your hair is part of 
your make-up,” copy points out 
“Lipstick was once considered dar- 
ing—so was tinting your hair.” The 
previously used “greying hair” 
theme has been discarded. 

Small space advertisements are 
scheduled to appear in the Sunday 
New York Daily News and The New 
York Times Magazine. 

Morton Freund Advertising 
Agency handles the account. 


Joins Edward Petry 

Oliver M. Presbrey, formerly with 
The American Weekly, has joined 
the New York office of Edward 
Petry & Co., radio station repre- 
sentative. 


Named Manager 

J. J. Gallagher, who joined the 
agency 10 years ago, has been 
named manager of the Montreal 


EYE* (CATCHERS, INC. '° Niw¥oru® 


office of A. McKim Ltd., Montreal. 


IN GAINS OF 


THE FIRST 


It is a record of achievement, when after 
three years of straight GAINS you can still 
better your own record enough to remain 
among the FIRST TEN in the whole 
United States in advertising gains. 


DAILY & NEWS 


For linage gains 1942 over 1941 shows 


2ND PLACE « U.S. 


IN PERCENTAGE OF ALL 
ADVERTISING LINES GAINED 
OR 11.8 PERCENT 


6TH PLACE in U. S. 


IN ACTUAL LINES GAINED 
IN SIX-DAY ADVERTISING 
OR 449,248 LINES 


8TH PLACE 


INCLUDING 7-DAY PAPERS 


ALL PAPERS 


War Output ... with 


Industrial Area 
answer in reaching this 
PHIL&E¥® 


DAILY 


PHILADELPHIA’S 


February, 1943, Completes a Record of 


38 STRAIGHT MONTHS 


of Advertising Gains 
With Philadelphia contributing over 20‘o of the 
Payrolls up 171% since June, 1941... 


91% of its circulation concentrated in this rich 
... the logical and economical 


~<a = 


NEW 


Philadelphia’s Factory 
with 


market is the 


?PHIA 


ONLY TABLOID 


ae er 


American Tobacco 
Has Biggest Year 
in Its History 


New York, March 2.—The Ameri- 
can Tobacco Company last year did 
th largest volume of business of 
any year in the company’s history, 
George W. Hill, president, declared 
in the annual stockholders’ report. 

Consolidated net sales amounted 
to $442,152,203, an increase of $71,- 
800,853 over 1941. The statement 
includes operations of the American 
Cigarette & Cigar Company. Net 
income, after all charges, totaled 
$22,339,792, not including a refund 
of $2,234,026 of federal processing 
and floor stock taxes. This com- 
pares with a net income for 1941 of 
$23,883,860. 

Accounts receivable for 1942 from 
the French subsidiary, totaling 
$946,332, have been written down 
from an investment of $669,212 to 
$1 because of the war. The com- 
pany’s British subsidiary is fully ac- 
tive. Because of war conditions, the 
financial statement does not include 
figures on the American Tobacco 
Company of the Orient, a wholly- 
owned domestic subsidiary. 


Eagle-Picher Lead 


Estimated net income for the 
fiscal year was $1,250,000, compared 
with $1,423,666 for the 11 months 
ended Nov. 30, 1941. 


American Radiator 


For the year ended Dec. 31, 1942, 
net income totaled $5,551,657, com- 
pared with $7,613,791 during the 
like period in 1941. 


Safeway Stores 


Net profit for the year ended Dec. 
31 totaled $4,552,695, compared with 
a net profit of $5,036,060 during the 
same period in 1941. 


International Salt 


For the year ended Dec. 31, net 
profit totaled $677,961, against $902,- 
815 during the comparable period in 
1941. 


Pacific Mills 


For the year ended Jan. 2, income 
amounted to $2,200,995, compared 
with a profit of $2,696,750 for the 
like period in 1941. 


Bon Ami Company 


For the year ended Dec. 31, net 
earnings totaled $1,121,654, com- 
pared with $1,262,949 for the same 
period in 1941. 


National Biscuit Co. 
Net profit for the year ended Dec. 
31, 1942, totaled $9,222,442, com- 


pared with $10,332,137 during the 
same period in 1941. 


Quaker State Oil 


In a preliminary report for the 
year ended Dec. 31, earnings were 
$1,298,265, against $1,519,117 in the 
comparable period in 1941. 


Goodyear Tire & Rubber 


For the year ended Dec. 31, net 
earnings totaled $14,370,911 com- 
pared with $12,831,397 for the like 
period in 1941. 


CIT, Inc. 


Net earnings totaled $14,002,482 
for the year ended Dec. 31, com- 
pared with $16,918,685 for the same 
period in 1941. 


National Distillers 
For the year ended Dec. 31, earn- 
ings totaled $6,896,765, compared 


with $7,099,656 for the like period 
in 1941. 


Underwood Elliott Fisher 


Net earnings for the year ended 
Dec. 31, amounted to $2,234,079, 
compared with $3,740,089 for the 
comparable period of 1941. 


Servel, Inc. 
For the quarter ended Jan. 31, 
1943, net profit totaled $350,588, 


against $194,595 for the comparable 
quarter in 1942. 


E. R. Squibb & Sons 


Net profit for the six months 
ended Dec. 31 totaled $955,610, com- 
pared with $1,335,699 for the like 
period of the preceding year. 


General Electric Co. 


" Net profit for the year ended Dec. 
31 totaled $45,082,000, compared 


WE WAGER 
5,000 


that clothes will NOT be rationed this year 


Our best information from Washington os well 


as ovr own sources of information bringt us 


delinitely to this conclusion 


fond mind you we don't think we will) we will 


divide the above sum between Red Cross 
$ reater New York Fun 


To help stop the clothes buying rush that 
has swamped New York and Chicago de- 
partment stores since the OPA an- 
nounced shoe rationing, Lord & Taylor 
ran this one-time 1,890-line advertise- 
ment in the New York Times. 


with $57,197,499 for the like period 
in 1941. 


Sharp & Dohme 


In a preliminary report for the 
year ended Dec. 31, earnings were 
$1,823,788, against a net profit of 
$1,690,146 for the like period in 
1941. 


Penick & Ford 


For the year ended Dec. 31, 1942, 
jearnings totaled $1,608,087, com- 
|pared with $1,597,342 for the same 
period of the preceding year. 


American Chicle 


For the year ended Dec. 31, net 
profit totaled $2,844,551, compared 
with $3,527,775 for the like period 
in 1941. 


RCA Mig. Company 


Net profit for the year ended Dec. 
31 totaled $9,002,437, compared with 
$10,192,716 for the comparable 
period in 1941. 


Armstrong Cork | 


Net earnings for the year ended 
Dec. 31, amounted to $2,964,384, 


Bans Advertising 
in Camp Papers 


Washington, D. C., March 4_ 
Several hundred papers Publisheq 
by military camps in the United 
States probably will suspend opera. 
tion as a result of a new War De. 
partment order prohibiting syc), 
publications from accepting adver. 
tising of any kind. The prohibition 
is contained in Circular No. 55, sen; 
to commanding officers of all posts 
camps and stations in the United 
States. 

A bill was introduced in Congres, 
last year forbidding camp papers 
accept advertising. It failed 4% 
make progress, members apparent}, 
regarding it as relatively unimpor-. 
tant. The War Department, how. 
ever, apparently felt that if suc, 
papers were creating any ill wij) 
by competing for the availabj 
amount of business, they served no 
good purpose. The decision is als 
believed to have been hastened }, 
the manpower situation. : 

One of the first papers 
announce suspension was “The 
Tower,” published at Fort Sheridan 
Ill. This weekly began publicatioy, 
in July, 1942, its primary purpose 
being to help morale of the troop; 
and raise money for recreation. |t 
cleared $1,000 in its brief existence, 
this money going into the post 
recreation fund. 


Maintains Advertising 
Despite Restrictions 

In spite of restrictions on output, 
the Durham Enders Razor Corpora- 
tion, Mystic, Conn., will maintain its 
full schedule of newspaper and 


magazine advertising throughout 
1943. 
Collier’s, Liberty, Life, News- 


week, The Saturday Evening Post 
and Time are currently being used 
with insertions appearing at least 
once, and in some cases twice, each 
month. Copy stresses blade con- 
servation through stropping. Erwin, 
Wasey & Co., New York, is the 


compared with $4,241,258 for the 
like period in 1941. 


Chrysler Corporation 

Net earnings for the year ended | 
Dec. 31 totaled $15,529,013, against | 
$40,114,419 for the same period in | 
1941. 


American Home 
Absorbs Canadian 
Drug Distributor 


New York, March 3.—American 
Home Products Corporation took | 
another step forward in its expan. | 
sion program this week by for- 
mally ratifying its merger with 
Ayerst, McKenna & Harrison Ltd., 
Canadian manufacturer of biologica) 
and pharmaceutical products. 

The merger, effective immediately. | 
includes the Canadian company’s | 
U. S. affiliate, Ayerst, McKenns 
& Harrison Ltd. Both companies 
will continue as separate subsidi- 
aries of American Home Products 
which paid 24,000 shares of its own 
stock and $930,000 cash for the 
Canadian company and its affiliate. 

“Ayerst, McKenna & Harrison | 
will be enabled to give the Amer- | 
ican medical profession the benefits | 
of a wider distribution of these out- 
standing products,” said Alvin G | 
Brush, chairman of the board oj) 
American Home Products. “Anc 
American Home Products plans t 
help Ayerst, McKenna & Harrisor 
become a leading factor in the bio. | 
logical and pharmaceutical field ir 
the British Empire as well as ir 
Canada and in the United States.” | 

J. Walter Thompson Company ha | 
been appointed (AA, Feb. 1) to di 
rect an _ institutional advertisin; | 
campaign within a few months. 


‘Press’ Raises Price 

The Press, Salamanca, N. Y | 
afternoon daily, has increased it 
single copy price from three to fou 
cents and its carrier-delivered pric 
from 15 to 20 cents weekly. 


Hunter Joins Caples 


Charles L. Hunter, recently re 
tired chairman of the Trunk Lin 
Association, New York, has joine 


the Caples Company, New York. 
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Shreveport Times 
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~ SHREVEPORT, 
| LOUISIANA 


1000 WATTS ® NBC. 


presented by the Branham © 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK 


CONSERVATION APPEAL IN NEW AGA COPY OLD SPICE, BUT NEW 


Thanks for all the things you do every Iheipt ne and the rest of the boys home sooner 
ry ee men out here grog thet all for Victory, foe . erstand why i's portant 
-t~ 
for the folks back home to sacrifice and do without But yor, Mom, are ga swell job even though Fa ~\ 
you te ft away from thes mess and that makes me specully pr 1 ks foe savueng fats and ] 
greases... The © off with an almighty bang every day. Thanks for saving food... Dim eanng \ 
wome now, Thanks for saving Gas at home God knows we need the unks and guns and planes VEZ 
that are produced with Gas. Monest, Mom, | think they should give medals to women lhe you who ate ; ; 
fghnng the good fight for freedom back on the home front! is vital to war production 
use it wisely! 

fay Car Bowd oder « fer the Cae ‘ty 

fred Picfermes <) atg of muon ‘ 
Vout Gat COMPANY © SHADY TO HEU TOU Wf pou ere one of l aaal « viernes, food, eed fuel Bur ee erahee the women ~ 
he 05,100,000 Amencens @he depend on Ges bor cooking feel problems you fece today orth shorages, se " subs 
tore oe sk your Gas Company for the lavew cooking snd = tutes We ke to help » abe the be " 


2 eer 
We know you ws do your pe aving Gay pen AMERICAN GAS ASSOCIATION 


A fighting son thanks his ‘mom’ for backing him up on the home front by saving 

food, fats and fuel in the program of civilian cooperation. This advertisement of 

American Gas Association will appear this month in Collier's, Life and The Satur- 
day Evening Post. 


‘VITA’ AND 'MIN' PLUG FOOD VALUES 


Vita" and "Min," characters symbolizing the vitamin contents of Shedd Products 

Co.'s foods, have stepped out of the company's outdoor poster series to appear 

‘in person’ in point-of-sale displays. Designed by Len Hannan, Shedd advertising 

manager, the fiqurines also will be used for premiums to users of Keyko. C. E. 
Rickerd, Inc., Detroit, is the agency. 


Spice tissue box. It contains three toi- 

toiletry item called Early American Old 

Spice tissue zox. It contains three toi- 

let-size cakes of Old Spice soap and a 
cylinder of talc. 


‘QUALITY’ THEME 


HOW TO MAKE YOUR 
TOWELS LAST LONGER 


06 WOT ALLOW Te BECOME TOO SOLED 
BEFORE LAUNDERING 


FLOFF-ORY TERRY TOWELS NEVER (RON 
GOT OFF SHASGED LOOPS, HEVER PULL 
WEND SELVAGE AND OTHER BREAKS 


BUY GOOD QUALITY TOWELS 
ALWATS THE BEST ECONOMY 


Cannon Jowell 


Lithographed in full color, this new Can- 
non anos stresses the important points 
of towel conservation, backing govern- 
ment emphasis on prolonging the life of 
household equipment. 


BANTAM BEARD-REMOVER 


The Clix E-Z-Flo “precision built" razor, 
pictured above, is now regular G.|. issue 
in the Army. Designed by Conrad Razor 
Blade Co., New York, the razor is of 


plastic construction. 


PRESENT NEW FRIGIDAIRE SERIES TO DEALERS 


Reviewing the presentation of Frigidaire's national campaign to dealers, P. M. 

Bratten, right, general sales manager, and L. A. Clark, advertising and sales plan- 

ning manager, emphasize the points of the opening advertisement of the new 
series. (Story on Page 6. 


HELP TOP WAR CHEST GOAL 
phy lis America they | 


Se | Whats this got to do Want to kill... not sme’ / 4 
? with Cincinnati 2... 


eee 


a 
{Tp 


Wee, 9 


THE WAR CHEST 
ay 


THE WAR CHEST ut 


More than 100 cities used with success the newspaper advertisements prepared 
for Cincinnati's war chest drive last year, and are indicating interest in the full- 
page newspaper advertisements, two of which are shown, which played an impor- 
tant role in the 1943 campaign. The campaign wound up recently with its goal of 
$3,300,000 oversubscribed. The series was prepared by Ranald S. West, vice- 
president and copy director of Stockton, West, Burkhart, Cincinnati. 


MILK TOAST TO ADA PROGRAM 


A milk toast is drunk to the new radio program which will be launched March 2! 

by the American Dairy Association on behalf of its five million members. Left 

to right are: Ray V. Hamilton, Blue Network; Owen M. Richards, general manager 

of the association; Bryce S. Landt, chairman of its advertising committee; Wilfred 

Shaw, chairman of the organization committee; Jack Rheinstrom, account execu- 

tive, and Ralph M. Campbell, — of Campbell-Mithun, Inc., agency in 
charge. 


VICTORY ART AWARDED SPECIAL MEDALS AT CHICAGO ART DIRECTORS' EXHIBIT 


A special judging committee selected these three illustrations for awards and honorable mention, 
among others, in the 1943 exhibition of advertising art sponsored by the Art Directors Club of Chicago. 
. medal award. magazines, to artist Robert Fawcett: art director, Michael Sarisky; advertiser, 


At le 


as 


Chesapeake & Ohio: agency, McCann-Erickson. Center, medal award, posters, to artist Armstrong 


ers ae % oe a  e 


Roberts, photo, and Henry M. Peavey, retouching; art director, Victor B. Wells; advertiser, Hamilton 
County War Bond Committee. Right, honorable mention, magazines, to artist Ben Stahl; art director, 
Paul Roman; advertiser, Bell Aircraft; agency, Addison Vars, Inc. Twenty-three medal awards were 


presented by the judges. (Story on Page 32.) 
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36 ADVERTISING AGE 


Put yourself in your advertisement’s place... 


Then would you be satisfied with anything 
less than the best ENVIRONMENT? 


Imagine yourself being your own advertisement . .. Going forth all, to welcome what you have to say as merchant or manufacturer, 


among strangers, millions of them, to make friends . . . The most 


friends in the least time . . . A colossal errand! 

Certainly if you were your own advertisement you would desire the At this hour of peril to our America how great our feeling for the 

best environment. Because th® best envirenment would give you hemes we have created within it! The turmoil of war assails us— 
mig the best chance. aud now we see the priceless value of our home-life. And our hearts 


yee overflow with gratitude for its gracious and inspiring simplicities. 
And, when seeking success in Chicago, instinctively you would turn - 6 re P 


to the homes. And HOME-ENVIRONMENT And tighten with resolution to defend it at whatever sacrifice. 
* * The home-mood which now so profoundly influences our country 
nal : Nor would your instinct lead you astray. For in our Chicago com- is not a miner, but a major, manifestation of great import in adver 
munity the key audience is a home audience. It is the audience tising plans. 


hich, i into the third tion, has ch The Chicago 
ee Le ee ee ee ee ee = Whether he approach this truth idealistically or realisi.eally the 
Daily News as its family newspaper. , , , . : . 
; advertiser will not go wrong in his conclusion. Namely, the vital 
—— Because it keeps faith with the home-ideal of decent journalism need of home-environment for his advertising in 1943. He will put 


S The Daily News is weleomed into the hemes of its readers with high himself in his advertisement’s place—and place his advertising in 


regard and confidence. The Chicago Daily News. 


Welcomed as a good companion and good counselor. 
In this matter of the importance of home-environment many advertiser: 


Welcomed as a friend among friends. agree. So many, in fact, that in 1942 The Daily News carried more tota' 
display advertising than any other Chicago newspaper—morning, evenin; 
Welcomed by the very home-devoted families that you want, above or Sunday.* 


*Source: Media Records. For fair comparison, liquor linage has been omitted since 
The Chicago Daily News does not accept advertising for alcoholic beverages. 


THE CHICAGO DAILY NEWS 


FOR 67 YEARS CHICAGO’S HOME NEWSPAPER 
ITS PLACE IN THE HOME IS ONE OF 
RESPECT AND TRUST 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 


NEW YORK OFFICE: 9 Rockefeller P!a24 
DETROIT OFFICE: 7-218 General Motors Buiiding 


SAN FRANCISCO OFFICE: Hobart Builé:%s 
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